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Why is JOHN BULL. 


SO successful ? 


ah; 
) 
Group Captain Bader 


Vie Oliver 


Raffles 


| a word it is QUALITY that has sent 
JOHN BULL’s sales soaring far above even its 
latest record A.B.C. figure of 1,132,544. 

Where else would you find such solid value as : 
Vic Oliver’s life-story and Hammond Innes’ great new 
serial, now appearing . . . the story of the year—Paul 
Brickhill’s life-story of Bader starting this week... a 
powerful new serial by John Masters Bhowani 


Function, and further adventures of the incomparable 
Raffles coming shortly ? Nearly all are being serialised 
in JOHN BULL in advance of book publication ; 
and all are certain to take sales higher still. 

With its guaranteed highest sales and lowest cost 
of any general weekly, JOHN BULI offers 
undeniable advantages all who advertise to 
the mass-market. 


to 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98 LONG ACRE, LONDON, W.C.2 
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ADVERTISER'S WEEKLY 


Only 
Seven 
More 
Days... 


PR to build 
bridges 

A commercial organisation 
could not expect to “keep its 
place for long in to-day’s highly 
competitive world without some 
form of good public relations,” 
A. A, one gt president of 
the Institute of Public Relations, 
told Southend-on-Sea business 
men at a luncheon, 

The task of the public rela- 
tions officer or consultant, he 
said, was to build a bridge or 
a series of bridges between his 
employers and the people with 
whom they want to establish 
contact—-the public, share- 
holders, clients or even their own 
staff. 


Where the old 
papers go 


Back numbers of the national 
dailies = by ~ have be- 
come a British export again. 

When the S.S. “Clan 
Buchanan” sailed for the Far 
East recently it carried among 
* gy cargo 90 tons of un- 
sold newspapers. They were 
bound for Ceylon. 

The Clark Matthew Business 
Promotion Organisation, which 
handles the business promotion 
and public relations interests of 
William McNeil, the Scottish 
export house, states that since 
circulation restrictions were 
eased McNeil’s have sold some 
200 tons of “back numbers” to 
Colombo and the demand is 
increasing. They are used for 
packing and lining tea chests. 


Press room at agency 


Lintas Ltd. have opened a press 
room at their offices in Portman 
Square, W.1, for the use of 
women journalists, 

The official opening on Mon- 
day evening was by American 
actress Cornelia Otis Skinner. 


To The Editor.. 


Another cloak 


for cowardice ? 


Sin,—-The Television Bill pro- 
vides that “Nothing in the pro- 
grammes shall offend good taste 
or decency.” Many people will 
be reassured by this pious pro- 
viso, | am depressed by it. It is 
so wide, so suffocating. 

One of the worst features of 
the B.B.C. is its unimpeachable 
respectability. Its political com- 
ments are usually confined to the 
stock bleatings of the three main 
parties; the man who stands out- 
side of any political party, and 
dislikes and despises all of them, 
is hardly catered for. Its religious 
programmes are confined to the 
recognised views of the recog- 
nised churches; the views of the 
free thinker, the honest doubter, 
or even the deist, are rarely 
heard. 

Bernard Shaw said that censor- 
ship tended to taboo rational dis- 
cussion of politics, religion, and 
sex —which are precisely the three 
subjects that all intelligent 
people want to discuss rationally. 
Let us hope that commercial tele- 
vision will show itself a little 
less cowardly than the B.B.C. 

MILDRED FOWLER 
Penzance. 


Next week's issue of ADVERT- 
isen’s WEEKLY will be a special 
‘Come to the Conference’ num- 
ber giving latest details of the 
Advertising Association's 2/st 
Conference to be held at 
Bournemouth, May 69% A 
pment feature will emphasise 

| of the Conference to 
younger delegates. 


The ‘lesser breeds’ 
of critics 


Sin,—Mr. MeKenna’s letter 
(March 11) underlines the neces- 
sity of action to counteract such 
Statements as made by an ex- 
Cabinet minister, and a possible 
future member of a government 
One need not concern oneself too 
much over the platform speaker 
as such. It is Ris effect on the 

reat mass of hearers, who, he 

nows too well, are ignorant of 

advertising. A P.R.O. would 
have to 1 with the important 
ones on TV but what of the 
lesser breeds? 

Surely committees of adver- 
tising men could be set up on a 
regional basis whose function 
would consist in combating 
the spoken falsity soil personal 


contact with the speaker, and 
supplying him with a reasoned 
case for advertising, together 
with any literature on the sub- 
ject”? Secondly, the committees 
would watch for and answer the 
printed falsity in newspapers. 

GERALD Dickson, 
Herault Studio Ltd 


J . 

Turning the pages 

Smx,-Ninety-nine per cent of 
the world’s right-handed people 

in other words practically 
everyone —will pick up a maga- 
zine or booklet and flip the pages 
from the left hand to the right. 
(Try it yourself!) 

Why not, therefore, print some 
kind of advertising booklet with 
the tithe page at the back, and 
then work forwards? 

C. THOMaS. 
Solihull 


More soats ‘peeded 


at exhibitions 


Sir,—-We hear so much to-day 
about stand design, animated 
displays, and contemporary light- 
ing techniques—and there is no 
doubt that the general public is 
becoming increasingly exhibition 
conscious But is it not time 
that the exhibition experts 
thought about the simple things 
firstike more seats for the 
visitors? 

The most frequent comment 
| hear at exhibitions is “Oh, my 

or feet.” No need for 
uxurious armchairs. Just a 
series of narrow wooden benches 
would be most welcome. 

This would be good public 
relations. It would lead to higher 
attendance figures. 

T. L. JOHNSON. 
Bournemouth. 


Seaside puaens 


Six,—In your last issue, you 
quote Eric Putnam (Bourne- 
mouth Times Ltd.) as saying 
“jocular postcards have been on 
sale for 50 years.” Others have 
made similar statements. 

Let's get this straight. It is 
true that comic postcards of the 
“waiting - for - the - smacks” ty 
have been a feature of he 

pular seaside resorts for as 
ong as the writer remembers. 
It is not these “vulgar” postcards 
that decent people are worried 
about. It is the high percentage 
of downright “dirty” ones. 

BERTRAM KEENE. 
Hunnington, 
Birmingham. 
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Industrial editors 
plan competition 


In conjunction with its annual 
convention, which is to be held 
in London, May 27-29, the 
British Association of Industrial 
Editors will, for the first time, 
hold its own competition, which 
it is hoped, will become an 
annual event. 

Four classes of journal may 
be submitted for judgment on 
their content and appearance: 
printed magazines intended prim- 
arily for internal readership: 
printed magazines intended prim- 
arily for external readership: 
printed newspaper-format jour- 
nals, whether intended for 
external or internal readership; 
and duplicated or “special pro- 
cess” journals, whether intended 
for external or internal reader- 
ship—this includes small-offset- 
printed publications. 


Fast wrapping 


Details of a machine that 
wraps magazines eight times as 
fast as a wrapper working by 
hand have been announced by 
Soldans Ltd. It is the Craig- 
— Roll Wrapping Machine, 
capable of wrapping any type of 
publication at a rate of up to 
2,000 copies an hour. 

The two models, semi-auto- 
matic or hand-operated, use 
ordinary wrappers, pre-addressed 
and pre-franked. 


NABS FOUND ROYDS 
PENSION 

At a recent N.A.B.S. council 
meeting the receipt of a special 
donation of £500 from G. S. 
Royds to mark the 25th anni- 
versary of the formation of his 
company was reported. 

Following a recommendation 
from the finance committee, the 
council decided to found a pen- 
sion to be known as the George 
Royds Pension. 


AVERAGE WEEKLY NET SALE 133,105 
All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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A good product gets the right audience in Ihe Listener | 


ADVERTISER'S WEEKLY 


FREE 6 DAY 
CONTINENTAL TRIP! 


(Open to all members of British advertising agencies and export departments of British firms) 


In co-operation with the two important daily 
newspapers in Holland and France, Albert 
Milhado & Co. Ltd., on the occasion of their 
7th Anniversary, offer as first prize for their 
Milhado Crossword Puzzle 


A free 6-day round trip 


by air (everything paid) 
to Paris and Amsterdam. 


The winner will be the guest of: 
LE PARISIEN LIBERE—Paris and DE TELEGRAAF—Amsterdam 


Among the various arrangements that have been made there will be 
a visit to the Eiffel Tower, the Louvre, a famous Paris night club, 
the lovely Amsterdam canals, the renowned Rijksmuseum and a 
town where Dutch men and women still wear their national costume. 


Copies of the MILHADO MINUTES with the Anniversary Crossword Puzzle will be available on Ist April. 
Those who do not normally receive our journal can obtain a copy by sending the coupon to;— 


ALBERT MILHADO & COMPANY LIMITED 


**The Experts on Foreign Advertising”’ 
140 CROMWELL ROAD, LONDON, S.W.7 


Please send a copy of your Milhado Minutes to :— 
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IF YOU’RE A FIRST CLASS 


VISUALISER 


DON’T KEEP IT UNDER YOUR HAT 


lf you are a Visualiser 

with imagination and a modern outlook 
a sense of proportion 

and the experience 

to apply your talent 


to the business of selling 


ERWIN WASEY wii be very pleased to hear from you 


Write or telephone in absolute confidence to the Art Director 
Erwin Wasey & Co. Ltd. Brook House Park Lane WI MAY 8171 
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selling to men — 


won only 


UP and UP and UP: 1952 ad spending 


was on the £200 million mark | tighlights from 


Total expenditure on advertising of £199,050,000 is revealed in the preliminary results of 
the “Survey of Advertising Expenditure in 1952”—the Advertising Association’s second 


post-war survey. The full report may be ready for the Bournemouth Conference. 


The preliminary statement pro- 
vides only an outline of some of 
the main results, and the full 
report, which will contain about 
30 tables of statistics, will give a 
much more detailed analysis of 
—— expenditure in 1952, 
and also for earlier years. 

It will show, for most adver- 
tising media, the total expendi- 
ture in 1938 and in each of 
years 1947 to 1952. The various 
constituents of these totals in 
1938, 1948 and 1952 will be 
given; for example, film adver- 
tising will be analysed between 
production costs and distribution 
and exhibition _ costs, 
between theatrical and 
theatrical films. 

The amounts of the different 
kinds of advertising re by 
advertising agents will also be 
shown. 

A table in the final report will 
analyse advertising between 
amounts spent by manufacturers 
(as a single group) advertising to 
the final consumer, by retailers, 
and by firms advertising mainly 
to other manufacturers and 
traders. 

An attempt will be made to 
estimate the volume of advertis- 
ing In 1938, 1948 and 1952; that 
is to say expenditure in those 
years will be re-calculated at 
constant (1948) costs. 


TOTAL ADVERTISING SPENDING 
RELATED TO NATIONAL INCOME 


1938... | 4,716 98 2-07 
1946... | 8,333 99 1-19 
1947... | 8,844 114 1-29 
1948 |. | 9,735 121 1-25 
1949 .. | 10,298 144 1-40 
1950 .. | 10,800 166 1-54 
1951 .. | 11,893 189 1-59 
1952... | 1 19 1-34 


“Because the estimates of both national 
income and of advertising expenditure 


limited 
Siouttibe attached to the second decimal. 


DISTRIBUTION OF ADVERTISING EXPENDITURE BY MEDIA 


Type +. a 


1938° 


1948 1952 1938 1948 1952 
£'000 £'000 £'000 % % % 
a 
National News- 
poner 94 16,710 12,140 24,330 17-1 10-0 12:2 
“ cerieck 14,420 22,300 32,000 14:8 18-4 161 
iewspapers 
(iil) Magazines and 
- 9,000 10,310 22,900 9-2 85 11-5 
(iv) Trade and Tech- 
nical journals . . 6,650 13,000 20,500 68 10-7 10:3 
(v) Other publica- 
~ oe 4 1,000 1,220 1-0) 0-8 06 
(b) Production Costs. . 3, 6,000 7,060 3-4) 49 35 
Total Press .. os 51,080 64,750 108,010 52:3 53-3 54.2 
Poster and Transporta- 
= - be Ks ake 11408 rie dé 4 4 
agg 1,700 "30 "so | “49 pe 03 
Film and Slide . . 730 2,680 2,910 0-8 22 1-5 
Catalogues, 
Calendars, etc. pat 10,000 12,500 21,500 10-3 10-3 10:8 
Window and Interior 
a. ep ae 7,600 5,520 15,800 78 46 719 
Exhibi * .. | (6,000) 9,700 10,350 | (6-1) 80 5-2 
Free Samples and Gift 
Schemes ee oe 4,000 1,000 4,000 4-1) 08 20 
Miscellaneous . . 3700) 1,900 4,080 G8 16 20 
Administration 5,000 8,280 10,860 5-1) 68 5-5 
Grand Total 97,630 121,460 199,050 | 100-0 100.0 100-0 


*Bracketed figires are estimated mainly or wholly on the basis of material collected 


for later years, rather than on information relating dirextly to 1938. 


It was con- 


sidered better to attempt to make a reasonable estimate for each, rather than to assume 


that all unknown items 
average of known items. 


1938 


and 1948, in the same 


as the 


the survey 


® Discussing the ratio of adver- 
tising to national income, the 
preliminary statement su its : 

ay that can reasonably be 
deduced is that in the three years 
1946 to 1948 the ratio was pro- 
bably between 1.2 per cent and 
1.3 per cent, whereas in the three 
oe 1950 to 1952 it was pro- 

bly between 1.5 per cent and 
1.6 per cent. In 1949 it was 
intermediate between these two 
levels.” 


® Some of the 1948 figures have 
been revised. The category 
“catalogues, leaflets, calen > 
etc.” includes what, in the pre- 
vious survey were called “direct 
mail” and “other printed ad- 
vertising matter.” 

“Consideration has shown that 
available statistics do not provide 
an adequate basis for estimating 
direct mail as a separate cate- 
gory, and so it has been amalga- 
mated with similar advertising 
material distributed in other 
ways than through the post. 
Costs of distribution are included 
in the figures.” 
© Point of sale advertising is not 
listed separately in the table 
given here. The statement esti- 
mates, however, that the total of 
point of sale advertising in 195? 
amounted to £21.8 millions, or 
11 per cent of all advertising. 


the specialist in selling to 


sells goods to men at 


an extremely 
economic rate 
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Ten one-minute commercial TV films were 


made in 


one day 


NORMAN COLLINS USES MULTI-CAMERA 


TECHNIQUE TO CUT COSTS 


A programme of 10 one-minute commercial television 


films, all made by a revolutionary film technique in one day 
at the Highbury Studios of High Definition Films, have been 


shown to advertising agents. 


At the three screenings, which 
were held in the British Coun- 
cil’s private theatre, Norman 
Collins, director of ~¢ Defini- 
tion Films, estimated that it 
should be possible to produce a 
programme of films, using a 
common set such as a kitchen 
or bathroom, at a cost of some- 
where about £125 or £150 per 
film, which would include 
artistes’ fees and studio hire for 
one day at about £1,000. 

The 10 films, he said, were 
made in one day with something 
like one hour and ten minutes 
to spare. In normal film pro- 
duction one expected to make 
only about two or three minutes 
of him a day. 

Mr. Collins emphasised that 
H.F.D. did not claim to be 
experts in advertising, and that 
the films should be judged not 
as advertisements but as a speci- 
men of the technical quality of 
production by the new methods. 


Clarity and speed 

“We are not thinking of set- 
ting up as advertising agents, but 
we believe we know quite a lot 
about electronic film making,” 
he said. He claimed that quality 
of the picture would be found 
at least equal to that of a 
normal motion picture, even 
though the area of the screen 
on which it was then being 
demonstrated was approximately 
55 times as big as that of a tele- 
vision screen. There was the 
same speed of production at the 
Highbury Studios as in any 
television studio, provided that 
the artistes were fully rehearsed. 

Apvertiser’s WEEKLY tele- 
vision correspondent writes: 

The H.F.D, technique involves 
a new recording process that 
apgeiee multi-camera TV 
methods to film production. The 
10 films all showed demonstra- 
tions of various kitchen and 
cookery ets, by the same 
pretty in the same kitchen 
set. Although we were asked 
not to judge their quality as 
advertising, th certainly in- 
spired me with a desire to 
acquire at least three or four 
of the gadgets demonstrated. 

Mr. Collins's claim about the 
clarity of the picture was com- 


pletely justified; it was up to 
that which one normally expects 
in a cinema and should give 
extremely good definition w 
seen on a television 


At the conclusion of the 
demonstration Mr. Collins com- 
mented that the film tended to 
misrepresent some of the colour 
values in the packaging and it 
might, in certain cases, neces- 
sary to redesign packs and car- 
tons so that they looked like 
those with which one was 
familiar in the shops. 

It is understood that a number 
of firms have expressed their 
willingness to place orders for 
the films. 

Script and art work for the films 
were Mather & Crowther Ltd., 
in co-operation with High Defin- 
ition Films. 


Aim to provide 
TV programmes 


The Granada Theatres have 
lied to the Postmaster- 
eneral for a licence to act 
as a programme company 
under the Government's Tele- 
vision Bill, which outlines the 
scheme for competitive TV. 
8S. L. Bernstein, chairman 
of the group, told the Apver- 
Tiser’s WEEKLY: “We think | 
we have the ‘know-how’ and, | 
indeed, the ‘show-how’—but | 
we are still awaiting the | 


| necessary on to go | 
oe J 


Rationing rules allow 
sixpenny voucher 


Coupon offer 
to sell Bev 


A half-page in the Star to- 
morrow (Friday) for J. Lyons 
and Co., Ltd., will carry a 
voucher worth sixpence which 
can be exchanged at any shop 
for a bottle of Bev coffee 
essence. 

Because the copy mentions 
that the voucher can also be 
obtained from Cadby Hall, 
Lyons’ headquarters, the adver- 
tisement does not infringe the 
newsprint rationing regulations 
which prohibit coupon offers in 
eererere which would un- 
airly boost newspaper's 
circulation. 

Similar advertisements will be 
= for — next — 
weeks. rvice Advertising Co., 
Ltd., are the agents. 


These Theatre Publicity executives attended the winter sales conference o 
their associate engay. Langford & Co., at the Dorchester Hotel. Left 
n, 


to right: A. M. M 


Neal Kirby, Gerard Holdsworth (managing director), 


J. H. Piperno and B. Annett. 


Sunday screen | 


ads move 


The Screen Advertising Asso- 
ciation is to press for the inclu- 
sion of screen advertising in the 
programmes of every cinema 
that opens on Sundays, J. Guy 
Presbury, president, said at its 
first annual meeting. Another 
matter receiving attention, he 
said, was the question whether 
competing 
products 
should be 
advertised in 
the same 
reel of film- 
) lets. This 
| was not an 

easy matter 
to decide, 
| because, 
among other 
things, it 
was not al- 
ways clear 


J. G. Presbury Whether two 
products 

were, in fact, competing in the 
same market. Nevertheless 


there should be an Association 
policy on this question and a 
common practice adopted by all 
members. 

The showing of advertise- 
ments at the beginning of pro- 
grammes had also aroused criti- 
cism. Mr. Presbury said that 
this was not in itself a breach of 
the Code of Standards, but it 
did not, in the advertiser's view, 
give him the best value for 
money. The Association was 
investigating this matter. 


ADS ON BRIDGES 


The decision to ban advertise- 
ment boards from all Bristol 
bridges has been made by the 
city’s Public Works Committee. 
The ban will take effect from 
April 1. 

Ald. W. H. Hennessy said that 
it was time Bristol's bridges were 
freed of advertising material and 
added that other cities did not 
allow their bridges to be used 
in this way. 


Langford’s sales 
conference 


“Almost one in every two 
cinemas in the country show- 
ing screen advertising now holds 
an exclusive Laseieed filmlet 
contract,” announced Sidney 
Shurman, director and general 
manager of Langfords, at Lang- 
ford’s winter sales conference 
held at the Dorchester Hotel, 
London. 

The company’s claim to be 
Britain’s greatest screen adver- 
tising organisation is stronger to- 
day, he stated, than ever. 

angfords now had exclusive 
rights in over 350 more cinemas 
than they had a year ago. 

Gerard Holdsworth, managing 
director of Theatre Publicity, 
attended the Conference and to 
delegates of the widening ran 
of productions becoming avail- 
able to screen advertisers, and 
of the increasing importance of 
the medium to. campaigns of 
prominent national advertisers. 

Guest of honour at luncheon 
was Kenneth Winckles, a director 
of Langfords and joint assistant 
managing director of the J. 
Arthur Organisation. 


Pittance for PR 


Of the dry-cleaning industry’s 
annual turnover of £20 million, 
less than 1/100th of one per cent 
is spent cn public relations. 

This was one of the subjects 
on which a panel of four—com- 
prising Joan Robins, cookery 
expert; Leonard England, man- 
aging director, Mass Observation 
Ltd.; Montague Keene, editor, 
Fruit, Flower and Vegetable 
Trades’ Journal; and Maurice J. 
Seymour, who handles _ the 

ublic relations for Associated 

liffe Press—recently addressed 
the National Federation of 
Dyers and Cleaners in London. 


scious? 
Ancliffe Prince, editor of 
Power Laundry, Dyeing & 


Cleaning News, was in the chair. 
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The Lord Mayor of London, 
Sir Noél Vansittart Bowater, 
and the Lady Mayoress, invited 
members of the Newspaper 
Proprietors’ Association to 
luncheon at the Mansion House 
last Friday. 

Proposing the toast of the 
Newspaper Proprietors’ Asso- 
ciation the Lord Mayor re- 
ferred to the close association 
between himself and his fellow 
directors of the Bowater Paper 
Corporation and the newspaper 
industry, stating that 
thought this was the first occa- 
sion upon which representatives 
of the industry as such had 
been the guests of the Lord 
Mayor at a Mansion House 
luncheon. Sir Noéi also re- 
ferred to the very extensive 
responsibilities and activities of 
the City Corporation which 
perhaps merited greater interest 
than was generally shown in 
them by the national press. 


LORD MAYOR ENTERTAINS NPA MEMBERS 
AT THE MANSION HOUSE 


the guests upon a tour of the 
Mansion House, 

Members of the Newspaper 
Proprietors’ Association who 
attended were: Lord Rother- 
mere, Lord Burnham, Lord 
Layton, Lord Moore, the Hon. 
Max Aitken, the Hon. David 


oe Se Eee. Neville Berry, 


McClean, Owen Rowley, G. R. 
Pope, George Simon, Frank 
Waters, Bernard Alton (secre- 


). 
"The following directors of 
the Bowater Paper Corporation 
were also present: Sir Eric 
Bowater (chairman), Stanle 
Bell, H. J. Inston and 
Linforth. 


Pack restyling for ry: and Dispel 
y 


has been carried out the desig 
division of Masius and Fergusson 
Ltd. as one of their first assign- 
ments upon taking over the account. 
Advertising featuring both products 
breaks in the London evenin 
papers next week and in the natio 
dailies and magazines at the begin- 
ning of April. 


How news can 
boost sales 


W. E. Norman Davies, sales 
manager of the Kleinert Rubber 
Co., told a British Sales Promo- 
tion Association meeting in 
London that four years ago the 
Daily Graphic printed a one- 
inch square picture of one of 
their products, a child’s water- 
proof crayon, captioned “A good 
idea for the kiddies for 
Christmas.” 

The demand for the article 
that Christmas proved over 12 
times greater than usual. The 
caption and the picture had not 
carried the firm's name, but the 
Daily Graphic had had readers 
phoning in dozens for the 


maker’s name and more infor- 
mation, 


Anstice Brown holds London job 
with Arab commercial radio 


C. Anstice Brown, formerly director of the Institute of 
Incorporated Practitioners in Advertising, has been appointed 
legal adviser in London to Sharq Al Adna (Near East Arab 
Broadcasting Station), which is now for the first time accepting 


commercial broadcasting. 


Assisting him as advertisement 


manager is C. J. Morny, who was his chief assistant at the 


LLP.A. 

The station, which is at 
Limassol, Cyprus, at present 
broadcasts a single programme 
in Arabic with news bulletins, 
from 5.30 a.m. to 10 p.m. It is 
now offering four quarter-hour 
commercial programmes per day 
plus a number of spot announce- 
ments of not more than one 
minute each. The rate per 
quarter- -hour is £25, and £4 per 
spot” on the basis of not fewer 
than 13 broadcasts. All rates 
include 15 per cent commission 
to bona fide advertising agents. 

A booklet produced by Mr. 
Brown, and sent with a letter 
and rate card to advertising 
agents, states that the station is 


able to produce programmes for 
advertisers in collaboration, if 
desired, with an advertiser's 


representative, or will assist ad- 
vertisers by materialising or 
adapting their ideas, trans = 
their scripts into Arabic, 
supplying suitable music, artistes, 
and announcers. 

Its representative, Kamel Con- 
standi, is in England to give 
advice. One embargo is on ad- 
vertisements for alcohol, to en- 
sure that Muslim religious 
susceptibilities are not offended. 

Countries covered by Sharq Al 
Adna include Syria, Iraq, Jordan, 
Arabia, Egypt, Sudan and Libya. 

Population of the area covered 
is some 50 million, and there are 
at least two million privately 
owned sets, in addition to the 
many thousands of sets in cafés 
and other places of public resort. 

The London office of Sharq 
Al Adna is at 17 Victoria Street. 


PR neg A AD PLAN 
thend Corporation has asked 
orn’ a nee on its ar officer 
on possibility 
pees advertisements, jointly > 4 
companies, in areas from 
nich excursion trips may come. 


GETTING MOBILE 


For their flat racing 
paign the “Evenin tandard”’ 

commissioned a Rotair which Mer 
be distributed to 6,000 newsagents. 
Produced by Miles Griffin it in- 
corporates a design similar to that 
being used for newsbills, vans, and 
on a poster site in the Strand. 

filmlet produced by Theatre Pub- 
licity Lid. will be shown in cinemas 
throughout London and the Home 

Counties. 


The law said it 


was an ad 

An outing, with tickets at 
3s. 6d. each, arranged by 
vicar of Ringwood (Hants) 
church has been cancelled be- 
cause it was mentioned in the 
parish magazine. The law sa 
that an outing in a privately 
hired coach—as this was—must 
not be advertised. 


ublicity = 


The mention in the magazine 
—a short paragraph _ the 
outing “a public excursion” 


which could not take place with- 
out a licence. 
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Symbol of the conference 


Over 1,000 are 
expected at 
Bournemouth 


With the Advertising Associa- 


tion’s 2ist conference still 
seven weeks away delegates are 
rapidly booking up many of 
the hotels in Bournemouth for 


able. 

As well over 1,000 delegates are 
expected for the birthday con- 
ference early hotel reserva- 
tion is advised. 

Those who experience any diffi- 
culty in making suitable reser- 
vations should contact one of 


Official Information Bureau, 
the Advert Association, or 
the Publicity of Bourne- 
mouth. 


Owbridges will 
sponele race 


commentary 


Owbridge’s Lung Tonic Ltd. 
are to sponsor a commercial 
broadcast of the Grand 
National. 

Mercury Sound Recording 
Ltd,, agents for Topham's Ltd., 
lessees of the Aintree raceco 
have negotiated a commen 
broadcast contract with 
Owbridges for a live “feed” of 
the Grand National commentary. 

It will be delivered from the 
racecourse to Mercury Sound 
Recording Ltd.'s studio in 
London and then to Springbok 
Radio, the commercial South 
African network. Owbridges 
will sponsor this broadcast with 
announcements at the beginning 
and end of the commenta 

Commentators and broa 
ing apparatus on the track will 
be provided by the B.B.C, but 
the Corporation will “feed” the 
commentary to Mercury Sound 
Recordings Lid. because under 
the terms of the copyright Mrs, 
Topham has full control over 
commercial broadcasting. 


Cracking idea 


Batger and Co., Ltd., have pro- 
duced for their Christmas cracker 
salesmen a novelty imitation 
cracker. The case carries 
words “In bk 
crackers . 
when pulled out, ccangletes 
message : “It's the contents 
count.” 
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SPARE-TIME DISPLA Y IS MODELLED: ON 


POSTER 


An animated display at the 
offices of the Western Australia 
Government in the Strand has 
been lent by biscuit manufac- 
turers Carr's of Carlisle. 

The display shows a train—the 
“Fremantle to Carlisle Express” 
—with three trucks of Western 
Australian produce. This train 
was made by joiners at Carr's 
factory in their spare time, and 
is based u a cartoon poster 
designed for Carr's by their 
agents, Willings Ltd. 

The “animated train’ > 
window display. 


Spoken word 


Club News 


CDC to meet 
in London 


Next mosting of the ‘a 
lopment Committee wa 
held in London on Saturday, ‘Apa 
10. After a luncheon at r 
Hotel, Down Street, at which” the 
Publicity Club of London will be 
hosts the delegates, the con- 
ference vill take place in the Time- 
Life Building, New Bond Street. 
Delegates will later be entertained 
to tea and cocktails and to tow tour 
of the -_ ner Teetue. 


Courtney Lif 
International. sy gal 
Ireland 


. 
Actor’s tribute 

Alec Guinness, now a pearing in 
Bridget Boland’s play “The 
Prisoner” in Dublin during its pre- 
London tour, was the guest at a 
Publicity Club of Ireland luncheon. 
He recalled his early agency days 
with Arks Ltd, in London where 
his ordering of a record outsize in 
blocks decided him that his career 
lay in the theatre and not in adver- 
tising. 

He paid tribute to the publicity 
men and women whose work hel 
to keep artists in the public eye. 


Leeds 


Cup winner 


This year’s competition for the 
Duteen Cup, open to members of 
ublic speaking section of the 
Pubite! city Club of ds, was won 
on Monday by Wallace Diggle. 


First big social function of ee 
Publicity Club of the 
buffet dance (tickets 15s, each) will 
be held at the Queen's Hotel 
Cheltenham, on April 2. WW. Haowid 
Butler (Saward, Baker & Co. Ltd.), 
chairman of the London’ club, 
addressed the Berks & Bucks Pub- 
— & Club on “Advertising Typo- 
aph ae . « » Owing to ill- heatth 
rae ajo has cancelled his talk 
to =. 5 Advertisi Club 
arranged for March 23. panel 
will now answer “An ny questions on 
Advertising.” . ith the aid of 
lantern slides, Vivian Ridler, assis- 
tant printer at the Oxford University 
explained the use and history 


of t to the Bristol and West 
Publicity Club. 


that it did not apply to the 
spoken word, Norman Dodds, 
M.P., said following a talk on 
“Rackets” to the Publicity 
Club of London on Monday. 


He said it was not illegal to quote 
false prices verbally so long as 
nothing was done in writing, but 
when he raised the point with the 
Board of Trade he was accused of 
“tying to widen the Act.” 

Mr. Dodds’s talk was an attack 
on mock auctions, or “run-outs”’ as 
they were known in the trade. 
This evil, he said, was now operated 
on a huge scale by “big men” 
some of whom manufactured their 
own shoddy articles for sale at the 
auctions. These goods, many of 
which were purchased visitors to 
this country, did great m to the 
prestige of British craftsmanship. 


Leicester 
Helping to plan 
Spastic Week 


The Publicity Club of Leicester 
has appointed a sub-committee to 
lan a campaign to advertise the 
Cpastic Week, to be held in May 
the Leicester Spastic “erm. 
embers of the committee are G. 
Benner, A. Gayton and A. H. 


The Leicester Spastic Society is 
aiming to raise £10,000 to equip B 
staff a school and clinic for spastic 
children. 


Glasgow 
Commercial TV 


Matthew Lindsay, a former presi- 
dent of Glasgow otary Club, gave 
a talk to the Glasgow Publicity 
Club on commercial television. He 
and his son Maurice were scheduled 
to debate the case for and against 
sponsored television, but Maurice 
Lindsay was unable to attend 
because of illness. 


NORTHERN JUDGES .- 


Judges for the northern area con- 
test in the national public speaking 
contest between Sheffield, Leeds 
and Bradford will be the Master 
Cutler, Robert L. Walsh, Ald. J. H. 
Bingham Lord Mayor, and 
H. J, Staines, former managi 
director of the Sheffield ee 4 


d. 
The contest is to be held on 
Wednesday, March 31, at the 
Hotel, Sheffield. 


p---—--------- 


Cake for 900 


Publicity to make 


others envious 
When thanking Sir Alec Martin 
for a talk to the be mg Adver- 


Thomas, 

Clark & 2° Ltd., * said that the 
“free and unsolicited 
which Christie’s a 
press was the envy 


managing director of 
"had pointed out 


the auctioneering firm, 
—— Moras MS may - 


selling newspapers for a a 


| Report outlines 


industry s need 
for publicity 


North-eastern En needs 
more and better publicity, both 
to make its achievements more 
widely known and to knit the 
area together as a corporate 
whole and to dispel false impres- 
sions about it in other parts of 
the country. 

These are the main conclusions 


committee set up yi North- 


elopment 
Association. 

Measures recommended in the 
committee’s report include the 
appointment of a staff to operate 
a publicity campaign, incorporat- 
ing a film about the area, an 
industrial exhibition, and 
establishment of closer liaison 
with broadcasting and television 
services. 

The report estimates that at 
first the campaign would cost 
about £3,500 a year and there- 
after about £5,000 a year. 


How to start a 


house journal 


Advertisements receive scant 
attention in a new brochure, 
Starting a House Journal, pub- 
lished by the British Association 
of Industrial Editors. It states: 

“A further means of obtaining 
revenue is from advertisements 
and a few house journals manage 
to recoup almost the whole of 
their production costs in this 
way. ¢ inclusion of advertise- 
ments does, however, complicate 
the production of a house journal 
and entails considerable extra 
work.” 

On the choice of an editor, 
the brochure states: “People 
manage to ‘double’ the role of 
house journal editor with that 
of public relations officer, wel- 
fare officer, advertising manager, 
personnel manager or many 
another post. This is not an 
ideal state of affairs, for an in- 
dustrial editor, if he is to give 
of his best, should be relieved 
of other duties. Nevertheless, it 
is often a necessary compromise, 
ane one that in practice can work 
well.” 


ADVERTISING DIARY 


op UmcrY Cius oF Norrmonam, 


J Mery Milne on “The stunt in 


Tuesday, March 23 
INCORPORATED ADVERTISING MAN- 
. Association =. (Midlands 
branch), Social Evening. 
Hotel, Knowle, 7.45 p.m. 
REGENT ADVERTISING CLUB. Any 
questions session with 
Butler, Jack Beddington and Miss 


H. C. Ellinger, director 
Ss Mills & Rockleys Lid. Victoria 
Station Hotel 7.30 p.m. 
+ March 25 
Marker RESEARCH —_, an- 
nual lunch, Speakers: 
Hutton and Dr. C, Oswald aoe 
Park Lane Hotel, 
6 


Giascow 
luncheon, James F. Langmuir on 
“Attending the police court.” 

Pusticrry Cius oF LOonpon, 
Gala. Grosvenor House. 

PusLictTy CLus or PETERBOROUGH. 
A county education officer on “The 
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Bright lights 
back at Ideal 
Home Exhibition 


at Olympia in minimum time 
after the conclusion of the 
electricians’ strike. 

More than 100 men got to 
work on Thursday morning. The 
following morning the Daily 
Mail was able to publish a pic- 
ture of the exterior brilliantly 
floodlit. Meanwhile, inside the 
National Hall, partitions had 
been erected behind which work 
proceeded both during exhibi- 
tion hours and after, with the 
result that by last Monday about 
5,000 square feet been 
covered with stalls displaying 
food of every sort. 

The supply of lighting has 
restored the exhibition to its 
accustomed brilliance, _ while 
power has come as a boon to 
demonstrators of a vast range of 
goods. 

Harold Macmillan, Minister of 
Housing and Local Government, 
who was a visitor to the Exhi- 
bition last Thursday, expressed 
himself as greatly pleased with 
what he saw. 

Within the first week of the 
exhibition 15,000 feet of copper 
tubing was laid and 1, 
“Calor” gas lights installed, 


A recent visitor—seen here being 
gingerly handled yy the exhibition 
stand manager E. E. Philips—to the 
Oliver Pell Control Ltd. stand at 
the Electrical Engineers’ Exhibition 
Court was a WN 
American King Snake. A snake is 
the trade mark of the firm. 


RATING UP 


The Beecham (Northern) Ltd. 
sponsored programme “Take 
Your Pick” has again topped the 
Radio Luxembourg listenership 
survey conducted by Social Sur- 
veys Ltd. Its rating has been 
increased from 10 per cent to 
16.9 per cent of the total popu- 
lation of Great Britain. 

The programme is produced by 
John B. Beard, head of the radio 
and TV department of G. S. 


$35 


E. H. Hull, advertisement 
director of the Daily Herald, 
has completed 50 years in 
Fleet Street. 

Last Thursday he was guest of 
honour at a celebration luncheon 
at the Savoy Hotel given by his 

Press and 


W. Surrey 
the Daily Herald, both congratu- 
lated him on achieving his 
Golden Jubilee in advertising. 

Mr. Hull says that his entry 
into the newspaper world was 
an accident. He took a tem- 
porary job in the advertisement 
department of the Daily 
Chronicle in 1904, while wait- 
ing to start on a banking career, 
and stayed on to become adver- 
tisement representative of the 
paper in 1908. 

In 1924 he transferred to 
Lloyds News and, in addition, 
represented the Edinburgh Even- 
ing News, Glasgow Telegraph 
and Northampton Chronicle in 
London. 


He joined the Daily Herald 
in 1930 and was appointed ad- 
vertisement manager in 1944, He 
became advertisement director in 
July 1952, and was appointed to 
the board of the Daily Herald in 
May last year. 

He is proud of the fact that 
for 20 years from 1908 he was 
assistant secretary of the Press 
Advertisement Managers’ Asso- 
ciation, which in the early years 
did much of the work subse- 
quently undertaken and de- 
veloped by the N.P.A. Main 
Advertising Committee. Last year 
Mr. Hull was chairman of this 
committee, 

Reproduction of pi phs 
and the development tele- 
graphy are the two factors which 


Teddy’ Hull's 
50 years in 


Fleet Street 


he considers have contributed 
most to the expansion of the 
newspaper industry. 

“I recall the terrific excitement 
when the Daily Mirror first pub- 
lished a picture—a photograph 
of King Edward VII—transmitted 
by wire from Paris,” he says. 
‘ t was in 1907, and we fore- 
saw all sorts of possibilities. 
onan we we! the sensa- 

mal arrest o r, Crippen 
aboard ship, which sonal the 
possibilities of wireless tele- 
graphy. Not long before I had 
called on Crippen and the news 
of his arrest was quite a shock.” 

When Mr. Hull started his ad- 
vertising career, there were 12 
morning papers published in 
London, 10 Sundays and nine 
evening papers. 
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Gifts galore 
at IAMA’s 


annual dinner 


Held this year in the Hyde 
Park Hotel on Friday, the annual 
dinner and dance of the Incor- 
porated Advertising Managers’ 
Association was, if possible, 
even gayer and more enjoyable 
than its predecessors. 

As always on these occasions, 
serious business was taboo, the 
only tangible connection with ad- 
vertising being the magnificent 
array of prizes (hea by a 
Goblin washing machine) and of 
the gifts which awaited the diners 
at their tables and which. had 
been presented by the members’ 
firms. 

There were about 150 mem- 
bers and guests present, the latter 
including two television stars, 
Kenneth Horne and Jeanne Heal. 
The only speeches were the 
toasts of the guests, proposed by 
Leslie Hardern (president) in the 
form of an amusing letter of 
application purporting to have 
been written by Mr. Horne, and 
the latter's hilarious reply which 
stressed his sales prowess. 


Judging the entries for a Jaffa 
competition in which children had 
to cut the word “‘Jaffa’’ into shapes 
and pictures of them are 
(left to right) Hans Schlager, com- 
mercial artist, S. F. Digby, o 
B.S.A., Sam Heppner, of Mather 

Crowther Ltd., Arthur J. Findon, 
editor of “Competitors Journal,” 
and Harry Jones, of Mather & 

rowther. 


Direct mail no ‘mechanical device’ 


The staff of British and In- 
ternational Addressing Ltd. were 
guests of their directors at a 
dinner in London. 

The chairman of the company, 
Spencer Summers, M.P., thanked 
the staff for their loyal service 
which had contributed, in no 
small measure, to the poe of 
business in the past few years. 

Mr. Summers em i the 
scientific nature of work that 
the company were engaged in, 
remarking that direct mail con- 
tractors had a duty to their 
clients in assuring them that the 
elaborate brochures and expen- 


sive enclosures that formed part 
of their mailing shots were, in- 
deed, mailed to recipients who 
would appreciate their contents. 

‘He also asked clients not to 
look on the direct mail ‘agent as 
a mechanical device. 

“Only a small part of our 
work,” he stated, “could be 
rightly termed ‘mechanical.’ Even 
the latest electronic brains could 
not cope with the greater part 
of our duties involving, as 
do,  highl trained resea 
workers who maintain the high 
accuracy that is a feature of our 
service. 


Milhado offers 
trip as prize 
for crossword 


Members of the staff of any 
British advertising agency or of 
the export department of a 
British firm can compete for a 
six days’ trip to the Continent 
in a special crossword puzzle. 
This offer is made in the April 
issue of Milhado Minutes, the 


yey A house journal. of 
_Albert Milhado & » Ltd, 


‘ Every ‘issue of this magazine 
carries” a ~Milhado’ crossword 
puzzle, but this is a special prize 
to mark the seventh anniversary 
of the founding of the firm. 
Co-operating with Milhado 
Ltd. in this offer are the daily 
pers Le Parisien Libere, of 
s, and De Telegraaf, of 
Amsterdam. 
The competition winner will 
> to these cities as guest of 
ilhados and the two papers. 
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ADVERTISER'S WEEKLY 


News About fl 


New ad manager 
for Wall's 


and meat-products manufacturers of 
London, Manchester and Edin- 
bay h. Mr. James came to Wall's 
948 from an associated Unilever 
company——A. & F. Pears, Ltd. 
After being assistant to the then 
advertising - 


Ltd., has been appomted t to 
the "‘Sened ‘of that com y and as 
director in charge its export 
division. “ 

a 


Anthony 8. Gruner, news and 
features editor of the Daily Film 
Renter, has resigned to take charge 
of press and public relations for 
the Granada Group, the largest 
independent group of theatres in 
the country. 


Publicity manager for 
BSA Tools Group 


5. D. Wate has been appointed 
blicit r to the B.S.A. 
goon romp ¢ of Companies. Until 
he was publicity manager 
o y Power-Gas Corporation Ltd. 
and Ashmore, Benson, Pease and 
Company Ltd. Since then he has 
operated as a publicity consultant 
in the north east of England. 
deinass 7 


* 
who has been 
practi as a publicity consultant 
t three years, now 
opened offices in Princes House, 
Jermyn Street, ge with expand- 
ing business. hampion, who 
was one of Pn "nest British jour- 
nalists to visit South America after 
the war, has since then — 
widely in Britain's princ ipa spect 
markets and recently made his 10th 
transatlantic trip. His latest tour 
was in the Far East, where he made 
contacts in India, Pakistan and 

—— _ 


At the annual meeting of the 
West Midlands Newspaper Adver- 
tisement Executives’ Association the 
following officers were elected for 
the engeng year: chairman, L. J. 

xpress & Star, Wolver- 
hampton; vice-chairman, L. 
Steggles, Shrewsbury Chronicle; 
hon.  secreta 


ny 
kid. wes 


ham Gazette 4 “Despatch 
urer, H, 


Hatton, 
Post & Mail Ltd. 


editor 4 48 i 
1 io da aA a 
. Gentry . 


chief press Officer at 

Supply for ome y 
n appease director of 
Jessica Maxted Ltd. He will 
continue + work oe ianey-Sasten. 
Having been absent ,™ two 
months through illness, T. S, Parry. 
director and general r of 
northern group of weeklies— 
the Salford City Reporter, » Wavine- 
ton Examiner and Urmston and 


Stretford Telegraphs—has again 
resumed duties. “ 


* 

Having resigned his a a 
as advertisement manager of the 
Warrington Examiner series, John 
H. Husk has joined the Texsile 
Weekly. We is succeeded at the 

T. S. Hill who was 
the Warrington Guar- 
a: 
After 10 


a: 
manager for Ruston “4 


Ltd., engineers, ~ 
Gentian, Fy blicity 
appoin — pu any 
manager for the Bhan His 
companies — a Chelten His 
successor 
formerly publicity oo for 
Crofts CGagncees ») Lid., atin. 


‘, now with 

) ana 

She was former Owith 
., Ltd., for over 


50 years at Rugby 


Louis Te advertising man- 
ager of the R Advertiser, has 
celebrated bis jubilee with the’ = 

t 


blicity 
+ pa rmsby 
RR. and 


akan 4 service. 


K. M. Palmer, tnaten director, 
Marklin Advertising Ltd., has 
arrived in London from Singapore. 
He will in this country for 
several months. 


ty * * 

Frank Fomeery (Padbury 
Advartting I Ltd.) has nm elected 
chairman of the Irish Association 
of ent Agencies for 1954. 


Officers chosen at the annual 
last 


W. A. Doody 


Frank W. Padbury 


Biro man joins 
Paul E. Derrick 


A. (Tony) has left Biro, 
where ), was dling the com- 

ny’s advertising, to join Paul E. 

rrick Advertising gency _ 
in an executive capacity. or 
time being he wil 
for promacttee, 


* 

J. T. W. Pour, for the past 10 
years London representative of the 
Somerset County Gazette, Bridg- 
water Mercury, Devon and 
Somerset News and Burnham-on- 
Sea Gazette, is returning to 
Taunton to become assistant we 1 
tisement manager. He is 70. 
Succeeding him , e-- Lay - oA 
sentative is W. A. 
space ae a pont "Aldridge 
ress and before that with 
etrtene Daily ba ong Echo. 


Cc. Fr” O'Donoghue, n,“ Drogheda 
Independent, 
resident of - 


be mF. 


Irish Master 
Association, and 
Nolan, Kerryman, vice-president. 
Elected to * executive committee 
: J. F. O'Hanlon, Angilo-Celt, 
Ww. ores, Northern Standard, 
J. —_ Munster Express, 
Li-Col Gantley, Nenagh 
Guardian, My. Myles, Tipperary 
rg! J. K Limerick Leader, 
¥, See ationalist (Clonmel). 
ti. G. Tempest, Dundalgan Press 
Ltd., Dundalk, C. J. Kenealy, 
Kiikenny Journal, L. D. 
Nationalist (Carlow), E. M. Keane, 
Kilkenny People, 
Midland Tribune, 
yy! Tribune, . le R 
go Independent, P. Nerney, Ros- 
common Herald, G. O 


rinters’ 


OBITUARIES 


Cecil Colman 


The death has occurred ¢ Cecil 
Colman, chairman 
Prentis and Var 
with his son, R. 
who is still a director, he helped 
found the agency some twenty years 
ago. 


In peaiten to his interests in 
advertising he was also a leading 
figure in the shoe trade. He was 

esident of the Boot and Shoe 

anufacturers’ Association. 

In 1935 he was Mayor of Sutton 
and Cheam and for many years 
was president of the Epsom Divi- 
sion of the Liberal Association. 

Mr. — = J, - in Vo 76th r 
and is ved by his wife, four 
sons outa & a daughter. 


B. E. South 


1912 with the advertising agency of 
W. H. Smith and Co., fide When 
he left to join Cuming in 1947 he 
was in charge of the service depart- 
ment. 


J. A. Stead 


J. A. Stead has died aged 84. 
Before his retirement in 1942 he 

had been connected with advertis- 
ing for over 50 years. 

e started with Sells Ltd. as an 
assistant in their publications de- 
partment. Later he joined Smiths’ 
Advertising Agency Ltd., where he 
stayed for 21 years. At the end 
of 1917 he went to Birmingham to 
join V. Siviter Smith and Co., Ltd., 
which became H. C. Longley 


in the '30’s. He remained with the 
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ADVERTISER'S WEEKLY 


person in 


reads the Sunday Pictorial every week 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. For, 
with an average net sale of 5,373,027, the 
Sunday Pictorial goes into millions of homes all 
over the country. It is read by every adult 
member of the family on the best advertising 
day of the week — the day they have time to read 
advertisements at leisure, and sales messages sink 
in. Space in the Sunday Pictorial is exceedingly 
economical too. Compared with 1939 its 
square inch per thousand rate has increased much 


less than that of any other Sunday newspaper. 
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‘Model’ ads | 


Four fashion shows a day, 
for men as well as women, 
are to be given at the Eros 
— Piccadilly Cir- 
cus, for a fortnight, starting 
on Monday, March 29. 

Manufacturers will be able 


for 12 guineas, two for 20 
guineas, and three for 26 


The aim is to attract four 
distinct classes — lunch-hour 
employees with 30 minutes to 
spare, housewives in 


Photographs of 
the Abbey 


One of the finest collections 
of rae of Westminster 
Abbey ever exhibited is on show 
at the Kodak Gallery, Regent 
Street, London, until March 27 
(writes John Heron). 

All the photographs are 
work of Harold White who A. 
them for a recently published 
Pitkin book, The History and 
Treasures of Westminster Abbey 

Lawrence E. Tanner, Keeper 
of the Monuments —_ Library. 

Using Kodak su chro 
press film, Mr. White os hen, Gy 
this masterly collection of ae. 
mesko prints, added immeasur- 
ably to his professional stature. 
Four of his prints are amongst 
the finest architectural studies 
seen in recent years, and some 
of them—including a shot of the 
Nave and Western Tower from 
Dean's Yard—present unfamiliar 
views of the familiar Abbey 
which bring a fresh realisation 
of its inspired beauty. 

Harold White is, val course, 
well known in _ advertisin 
circles; he has contributed muc 
impressive camera work to 
modern publicity, especially in 
the industrial field. But nothing 
that he has yet done will have 
so lasting a value as this careful 
—one might say  loving— 
recording of the rich beauties 
of our national shrine. 


Anniversary lunch 


Guest speakers at the lunch to 
be held by the Market Research 
Society to mark their first year 
as an incorporated body will be 
Graham Hutton, the writer and 
economist, and Dr. C. Oswald 
George, chairman of the Asso- 
ciation of Incorporated Statis- 
ticians, 

The luncheon will be held at 


the Park Lane Hotel, next 
Thursday, March 25. 
Sir Arthur Bowtay. 

will be ue 


Society's president, 
the chair. 
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GOLD MEDAL LAYOUT CONTEST 


‘Encouraging sign for print 
industry’ say judges 


Limelight of this year’s annual 
Gold Medal Layout tion 
of the British Federation of 
Master Printers, the eleventh in 
the series, falls on Leicester and 
the sister towns of Poole and 
Bournemouth. ; 

Entrants from these two areas 
share 22 of the 69 awards in 
the competition. Nine go to 
Newcastle, who were winners of 
the most awards last year. 
London is fourth on the list 
with eight, followed by Leeds 
with five. The rest are shared 
fairly evenly between such towns 
as Cheltenham, Aldershot, Wal- 
sall and Manchester. 

Individual winner, however, of 
the gold medal in Class I was 
a Londoner, 22-year-old ma 
man compositor at C 

Layton 


21 or with 
incomplete 
indentures, 


A, MacDonald 


J. Looker Ltd., of 
Altogether 261 


entries were 
received, 139 in Class I and 122 
in Class Il. Apart, from the 
winners, 15 Class I entries were 
highl commended and 21 
awa certificates, and 9 and 
22 respectively in Class II. 
Chairman of the board of 
examiners was J. Perry, of 
Adams Bros. & Shardlow Ltd., 
and the remaining members were 
E, Searle Austin (W. H. 
Gollings & Associates Ltd.), 
H. D. a Doig Bros. & Co., 
Ltd.), Henley tg 4 
Passmore & Sons > 
Geoffrey. Smith (W. S well 
Ltd.), J. Reeve Fowkes (South- 
ampton College of Art) and 
Bernhard Upton (Balding & 
Mansell Ltd.). 

In this year’s competition 
entrants provided layouts for 
rinted matter for an appeal for 
unds to renovate a church. The 
matter consisted of a two-fold 
six-page leaflet containing a tear- 
off donation form, a letterhead, 
and the entrant's choice from a 
window bill, a car sticker, a 
book mark or a letter sticker 
At a preview of the work of 
the winners in London last week, 
Mr. Perry said that the most 
encouraging feature of this 
year’s contest was the great 
improvement over previous years 
shown by competitors at the 
lower levels. 

This was borne out by the 


comments of the other examin- 
ers, who also remarked on 
the promise shown by many in 
Class Il—a most encouraging 
sign for the printing industry as 
a whole. 

The exhibition of the winners’ 
work will continue at the Federa- 
tion’s offices in Bedford Row, 
London, W.C.1, until Wednes- 
day, March 24. About 30 of the 

ibits will then be sent on a 
tour of y ® printing schools 
throughout country, staying 
— aboat a week at some fifty 


a from gold medal winner 
Antony MacDonald, the 15 
highly commended entrants in 


also highly commended in Class 
il, Bennison, C.—Doig Bros. & 
Co., Ltd., Newcastle upon Tyne; 
also highly ay es 6 ms Class 

Classon, A. M.—J. 
ae. Ltd., Poole; ee Silver 
Medal in Class I. Fields, R. H. 
—Brown, Bibby & Gregory Lid., 
Liverpool. Holmes, Miss J.— 
Leicester College of Art; also 
highly commended in Class II. 
Kirkup, D.—Andrew Reid & 
Co., Lid., Newcastle upon ie; 


also highl a. in Class 
Portloc P.—Chelten- 
a Press Se Cheltenham. 


Richardson, R.—Doig Bros, & 
Co., Ltd., Newcastle upon Tyne. 
Russell, T. H. B.—Blakey’s Boot 
Protectors Ltd., Leeds. Sherren, 
K. W.—Sydenham & Co., Ltd., 
Bournemouth. Steer, A.—Cam- 
berwell 
Crafts; also highly commended 
in Class HI. Urwin, J. S.—J. W. 
Hindson & Sons Ltd., Newcastle 
upon Tyne; also hight 
mended in Class Wallace, 
T. Le Edinburgh "Collese - 
Art. Yarrow, J. T.—K. 
Printers, Bournemouth: ine 
highly commended in Class I. 
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St. Peter's says “please” 
may it say “thank you"? 


The window bill which was part 
of the layout which won the gold 
medal for Antony MacDonald. 


Dearth of screen 
print artists 
To examine the problem of 
the need for artists qualified to 
produce art work suitable for 
screen printing, the Display Pro- 
ducers and Screen Printers Asso- 
ciation has appointed a special 
committee consisting of: F. J. 
Clements, Clements Bros. (Dis- 
ys) Ltd, mg  Y F. Fe 
May, Suj igns L vice- 
resident; i Ashford Down, 
isplay ‘Craft Ltd., immediate 
president; J. H. Floyd, 


r Contem (J Art & 
Design Ltd; R. ley, Olley 


meetin The first of these will 
be held at the Horse Shoe Hotel, 
Tottenham Court Road, London, 
on April 13, when P. W. 
Sprinzel, of Studio Sprinzel Ltd., 
will lead a general discussion. 


PUBLICISING THEIR TOWN 

Lord Derby is to open a Trade 
Fair to be staged by the Burnley 
and District Junior Chamber of 
Trade in May. 

The organisers aim at publicis- 
ing Burnley and district as an 
industrial area. 


Empire goods at 


Focal point of the Inter- 
national Fairs which (as vevealed 
in ADVERTISER'S WEEKLY, 
March 11) are to be held at 
Harrogate, July 31-August 14, 
and Bristol, September 11-25, will 
be a hall where Commonwealth 
goods will be displayed. 

This was stated at a press 
conference by A. E. L. 
Duchateau, managing director, 
Regional Exhibitions, Ltd., the 
organisers. He said that other 
countries whose manufacturers 
would be invited to exhibit 
were: France, Switzerland, Ire- 
land, Norway, Denmark, Italy, 
the Netherlands and Spain. 

It is planned to hold the Fairs 
each year at Harrogate and 


Bristol. This year they will each 


international fairs 


cover a total of some six acres 
on which will be erected 
fabricated exhibition halls a 
ted from designs that have 
roved very successful § in 
rance. Weighing 250 tons, the 
buildings can be assem bled in 
10 days. It is expected that each 
Fair will be visited by at least 
250,000 people. 


At the press conference a 
model of the Fair was displayed. 


Mr. Duchateau, a Frenchman 
who has lived many years in 
England, has had much experi- 
ence in the organisation of 
Continental Fairs. He is con- 
nected with Etablissement Collet, 
a French firm of exhibition 
constructors. 
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Swift action could end newsprint rationing 
by next January 


—F. P. Bishop, M.P. 


BOOM IN ADVERTISING HAS MADE 
PROBLEM MORE ACUTE 


If provision could be made now there is no reason why 
rationing of newsprint could not end by January 1, 1955, 
said F. P. Bishop, M.P., general manager, Newsprint Supply 


Company, last week. 


Mr. Bishop, who was address- 
ing the London and District 
Monotype Users’ Association at 
their annual luncheon, said: “We 
have had to tell the Govern- 
ment that control on newsprint 
cannot be ended this year. The 
reason is that it is too late to 
get extra supplies from overseas 
and to make freedom possible.” 

But, added Mr. Bishop, if _ 
vision could be made now, there 
was no reason why rationing 
could not end by January 1, 
1955, Even this, however, would 
necessitate some pretty prompt 
decisions by the Government. 
These would involve giving per- 
mission for a modest extra quan- 
tity of Canadian newsprint, 
which could be taken up now, 
and giving word at an early date 
to Scandinavian suppliers and 
British mills. 


Business risk 


Otherwise, he said, we should 
be in exactly the same position 
in another year’s time as we were 
in now. 

There was a risk in havin 
to place contracts a year ahead, 
he said, but such risks were in- 
separable from business opera- 
tions. The return for such a 
risk would be the prospect of 
getting rid of those final remains 
of rationing — the consump- 
tion of a vital material. 


Mr. Bishop began by asking 
why newsprint was still rationed? 
It was one of two raw materials 
which had this distinction. The 
other was hemp. 


Government’s difficulty 

The newsprint problem, he 
said, was due to the increase in 
demand as a result of the boom 
in trade concitions and advertis- 
ing which the country was en- 
joying at the present time. 

It was also a problem of im- 
ports, which, in its turn, involved 
the balance of payments, and 
that meant dollars. For that 
reason one understood the 
Government's difficulties. But, 
said Mr. Bishop, we had the 
right to complain that successive 
Governments had not given 
reasonable priority to this raw 
material, which was the basis 
of food for the mind. We had 
a right to complain that succes- 
sive Governments had not taken 
a sufficiently long view of the 


problem, which was one of 
making long-term contracts. 

F. f Holroyde, chairman of 
the London and District Mono- 
type Users’ Association, proposed 
the toast of the Monotype Cor- 
poration. He mentioned three 
qualities which the Corporation 
had: readiness to receive sug- 
gestions, a readiness to put 
experts at the disposal of users, 
and the most charming of quali- 
ties—that of hospitality. 

Replying to the toast, Brigadie: 
Sir y end Harvie-Watt, chair- 
man, the Monotype Corporation 
Ltd., mentioned that t Cor- 
poration had started to build 
offices again in Fetter Lane. He 
hoped these would be in full 
operation some time next year, 
and looked forward to giving 
even greater service to users 
from the traditional _head- 
quarters. 


Trade card ads 


in telephone 


call boxes 


The Post Office has introduced 
a limited scheme for com- 
mercial advertisements in 
public t call boxes. 

Small classified advertisements of 
the “trade card” type are being 
accepted for insertion § in 

zed frames which have 
itherto carried Post Office 

blicity. The necessary in- 
ormation for telephone users 
will still be shown in one 
frame. 

Typography of the advertise- 
ments must conform to certain 
specifications; Plantin, Bodoni 
and Rockwell are specified. 

Display advertisements will not 
be accepted and advertising 
will not be permitted on the 
outsides of call boxes. 

Frank Mason & Co., Ltd., have 
been appointed contractors for 
the scheme which, at first, will 
apply mainly to call boxes 
connected to exchanges in 
urban areas. 

The Post Office have 51,424 red 
kiosks in streets; 8,610 cabinets 
at railway stations, etc. 


lf only Toulouse-Lautrec could have seen “Les Girls’ do the can-can 
uring the cabaret that was a feature of Stowe & Bawden's French- 
flavoured “‘Naughty Nineties’’ dance at the Midland Hotel, Manchester! 
All the dancers in this line-up were male members of the agency's Mun- 


chester staff. 


Guests also took part in the cabaret, and dancers donned 
French costumes during the evening. 


Directors and staff representing 


Stowe & Bowden's offices at London, Manchester and Newcastle-upon-T yne 
were present, 


SCOUTS’ PR— TOP LEVEL CULTIVATION’ 


“We must have on the shelf 
what we show in the window” 
was how Major-General D. C. 
Spry, director of the Boy Scouts 
International Bureau, explained 
to the Institute of Public Rela- 
tions last week the need, not 
merely to tell people about the 
good work of the Scout move- 
ment, but also to show it. 


To publicise the movement it 
had been found that a great 
many small public relations 
operations were better than an 
occasional big splash. It was 
essential to have what~ the 
Americans called “top-level culti- 
vation.” At the same time the 
boys themselves were their own 
best publicity agents. 


PUBLICITY FOR 
BESPOKE TAILORS 


In his presidential address to 
the Bespoke Tailors’ Guild, B. G. 
Wortman emphasised that adver- 
tising was essential, through the 
media of both newspapers and 
personal letters to clients. 

He considered publicity so im- 
portant that promotion would be 
the first item on the programme 
for his year of office. He pro- 

that a committee should 
formed to help members with 
their publicity. 


Prelude to bacon 
advertising 


Following the announcement 
of a large-scale advertising cam- 
pin to boost British bacon. 

iddlesex branch of the National 
Farmers’ Union is promoting a 
bacon-carcase competition. 

Nearly 200 entries have been 
received from farmers in 13 
south-eastern counties, and the 
finals will be held at Hammer- 
smith Town Hall to-day (Thurs- 


day). aay 

he competition is supported 
by T. Wall & Sons, Ltd., bacon 
curers, of Willesden, N.W. 


IIPA membership 


changes 


At a council meeting of the 
Institute of Incorporated Prac- 
titioners in Advertising the fol- 
lowing firms were transferred 
from the registered practitioner 
category to that of incorporated 
practitioner: James M. Green- 
wood Advertising Ltd., London; 
Peter A. Menzies Advertising, 
Glasgow; Cecil D. Notley Ad- 
vertising Ltd., London; Tibben- 
ham Publicity Ltd., London; and 
Willsmore & Tibbenham (Nor- 
wich) Ltd., Norwich. 

The following firms were 
elected as registered practition- 
ers: Edward Hilton Advertising 
Ltd., Birmingham; Scientific 
Publicity Ltd. London; and 
Trowbridge, Pritchard & Co., 
Ltd., Bath. 


Electricity boards 


co-operate in film 

The new one-minute advertis- 
ing filmlet in technicolour 
“You're a Good Cook,” released 
this week, is an example of co- 
operation between the Area 
Electricity Boards. 

The filmlet was originally 
conceived by the South Eastern 
Electricity Board. It was being 
produced by Pearl & Dean Ltd., 
when all the other area boards 
were invited to take part. Their 
acceptance made possible the 
finished film, which has an 
appropriate ending covering each 
area board, both by title-card 
and commentary. 


<a is ie Be 
. eS = | 
a ee . 
3 Pe 
| 
“ q é 
| 7 | 
a } 
x - 2 
. . a 
: ; J ae . » | d 
7% ae i al 7‘ ov. eee s } ae ; 
- : # at ‘Fy ' ’ 
: , § | nd A. © 3 f . ee & , 7 
; ae Ay FB) Uy, * a 
_ - if : 4 ro, , 
m } ° q a ‘ 
" 2 0 s (~ 
-_— % : 
9 0 , # 
’ : 2 / a . 
| = 7 , 
. _ - — 
eh. + : ee 
ap * . , f Tas | . 
; % : | > 4 
: 2 oS ea se | AS $ oe pi ; ss 
. " a 4 a 4 “% ‘ a — ts 
¥ { a ee - 
a ; paar Q é ie: 
: pak 2) nao eee ae = Gaetie ee. See. hin ie iar j . ie ; . AD ate, nn 
a ear — ae Os ae bs Res: a _— 
> 7 Pe , PS = > ae ete” Eg be ier; pt ee eke ORE Sea t ete, bl Se 


Marcu 18, 1954 ‘ ADVERTISER'S WEEKLY 


SCOTLAND 


AND N.W. ENGLAND 


N. WALES 


sk David Allens can give you effective 
poster coverage, by means of carefully 
selected sites, throughout the above 
important areas. 


DAVID ALLENS 


David Alien & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement, Sowest, London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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COMMENT 


NEW IDEAS FOR 
NEW MEDIUM 


The imminence of commercial 
television presents a chal- 
lenge to the whole of the 
advertising business. When 
the new medium arrives it 
will call for a fresh creative 


big demands 

for Independent Television 
Authority programmes will 
films for adver- 
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‘Circulation figures’ soon— 
sign men hope 


T is with optimism that I 

face the forthcoming year in 
which I have the honour of 
being national presidént of the 
Master Sign Makers’ Associa- 
tion 

The lifting of controls on 
materials of which the sign- 
makers are large users will, un- 
doubtedly, be of great help to 
the industry, and the fact that 
consumer goods are being re- 
leased from restrictions will have 
its repercussions on trade in 
eneral inasmuch as these manu- 
acturers will now be able freely 
to advertise their goods. 

It is to be regretted that many 
advertisers, agents, local officers 
and authorities do not yet appear 
to be fully conversant with the 
full import of the Town and 
Country Planning Regulations. 
Too often both the advertiser 
and the agent insist on going 
ahead with their proposals when 
the signmaker is aware that con- 
sent to display of a particular 
advertisement is almost certain 
to be withheld. 

On the other hand it is quite 
often that the advertiser, not 
being aware of the various 
aspects of these regulations, ap- 
plies for planning permission 
when he is fully entitled to go 
ahead without any such appli- 
cation being made. The sign 


To-morrows TOPICS 


All-out advertising “war” 
will break out between the 
leading ball-point pen manu- 
facturers two months hence. 
Competition will be given 
new impetus in the autumn 
when the Papermate, an 
American pen, is launched 
here with what is promised 
to be the biggest campaign 
ever for a ball-point. 


No outspoken critics of 
advertising are to be given 
play at this year’s Bourne- 
mouth Conference of the 
Advertising Association. The 
approach will be “This is 
our 21st birthday, and we're 
going to celebrate.” 


® Newsagents believe the “no 
returns” rule may be lifted 
soon. 


® Clothing manufacturers are 
concerned at the increasing 
tendency of West End of 
London stores to push their 
own branded lines, some of 
which are getting far heavier 
advertising support § than 
usual. Makers are planning 
to extend their own pub- 
licity. 


® Plans are being laid for the 


contractor can—and should— 
take it upon himself to advise 
his client when these circum- 
stances arise, if he 
them beforehand. 

Information 
Town and Country 
Regulations is readily forth- 
ons from the Association for 
the asking. I would respectfully 
suggest to all advertisers, and 
their agents, that should they 
find themselves in any difficulty 
they should contact the secre- 
tary of the Master Sign Makers’ 
Association. 

a co ok 

I would take this opportunity 
of appealing to architects or 
planners of buildings to incor- 
ogy in their designs provision 
‘or the erection of suitable 


signs. 

Invariably buildi are prac- 
tically completed ore the 
signs advertising the name of the 
occupiers are even thought of. 
One result is that, in such cases, 
signs have to erected in 
positions not in keeping with 
the design of the buildings. 

It should be remembered that 
the technique of signs is very 
different from that employed by 
other media, and the advertising 
world should recognise the sign- 
maker as a specialist in his line. 
Were his obvies sought more 
often, many of the difficulties 


*AN ANSWER TO THE 
CHALLENGE OF BRITISH 
COMMERCIAL TELE- 
VISION: RADIO LUXEM- 
BOURG IS PLANNING 
A TV NETWORK. TECH- 
NICAL DIFFICULTIES 
WILL CONFINE THE 
SERVICE TO THE CON- 
TINENT “FOR SOME 
TIME TO COME.” 


® Butchers believe that, after 
an initial rush when ration- 
ing ends this summer, they 
will have to sell their meat. 
They are talking of an ad- 
vertising scheme to educate 
housewives in the selection 
of cuts, followed by an 
“Eat More Meat” campaign. 


ROUND TABLE 


GUEST COLUMN 
this week gives the newly 
elected of the Master . 
Sign * Association a 
chance to express his hopes 
for the coming year. Adver- 
tisers should realise that “a 
good sign in a good position is 
a good investment,” says 
CHARLES F. HARRIS 


that confront both the architect 
and his client regarding location 
and style of signs, could be 
overcome satisfactorily. 

Another important point that 
should be seriously borne in 
mind by designers and layout 
men when drawing up sketches 
for use by the signmaker is 
the use of “fugitive” colours. 

Invariably the sketches are 
coloured up with water colours 
and it is practically impossible, 
in most cases, to match with oi! 
colours. 

In some cases where the sign- 
maker is able to match these 
colours the result, after a few 
weeks’ display, is disastrous as 
the colours fade and the obvious 
result is dissatisfaction all round. 
All those working with colours 
should make themselves aware 
of those that are “fugitive.” A 
little thought and study, given in 
the first place, would avoid a 
lot of difficulty and disappoint- 
ment later. 

Once again rearing their ugly 
heads come the price-cutters. 
Unfortunately, it does not seem 
to be oy Ay ape in many 
quarters that the price cutter is 
responsible for bad workman- 
ship and this, as can be well 
imagined, has a very bad effect 
on the advertising world in 
general. Although the authori- 
ties most largely concerned with 
the display of advertisements 
cannot control the colour or 
layout of any particular sign. 
the execution of the work and 
the final appearance of the sign 
is an important factor to them. 


% * a6 


I am hoping that one day 
will be published “circulation 
figures” appertaining to outdoor 
painted advertising sites, similar 
to those figures published by the 
press and the poster industry. 

Then, perhaps, the advertiser 
will realise that a good sign in 
a good position is a good 
investment. 
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~ | Thousand Million 
AMERICAN DOLLAR MARKET 
Awaits ' you! 


% This market is RIGHT AT YOUR DOOR— 


American manufacturers and advertisers cover this American Market intensively from 
3,000 MILES AWAY! 


MARKETING DATA, RATES, €tC. willingly supplied. 


One of our Representatives would give you fullest details and explanation, by 
appointment :— 


AMERICAN — 
ARMY TIMES - AIR FORCE TIMES - NAVY TIMES - AIR FORCE DAILY 


Please make @ neteste WRITE us NOW. 


ARMY TIMES PUBLISHING CO . 102 PARK STREET - LONDON Wi - GRO 3651. 
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ADVERTISER'S WEEKLY 


Advertising—the highest 


paid salesman 


S ALES managers as a race 
suffer from an inferiority 
complex in facing two facets 
of business—accountancy and 
advertising. By very nature 
the accountant is the enemy of 
the sales manager because he 
is his rival for top manage- 
ment. By nature, too, adver- 
tising is sales management's 
friend and ally. Why, there- 
fore, does one so often find 
that sales and advertising are 
considered as poles apart? 

contention is that the two 
should meet in top management, 
where they should hire account- 
ants to keep tally of the busi- 
ness done. 

Advertising is selling. All 
business is selling—that is what 
it is all about—selling at a profit. 
When selling fails the factory 
fails; and because advertising is 
the highest paid salesman any 
company can employ it should 
be placed in proper perspective 
and its power and force allied 
to sales in the struggle for top 
management. 

Products can be liked or dis- 
liked for reasons other than 
comparable values, There are 
glamorous products, dull but 
worthy products, friendly com- 
forting products—a variety of 
public attitudes to roducts 
summed up in the words “con- 
sumer acceptance” or “consumer 
demand. 

How does one start to achieve 
all this? The sort of advertise- 
ments which can do this for a 
product do not have to be 
‘nice” or “funny” or “smart” or 
“clever” or “descriptive” or 
“pretty.” They have to com- 
municate an operating thought 
capable of steering a consumer. 
They have to take a public 
attitude and either intensify or 
change it. They have to create 
the small persistent voice which 
whispers in the back of the con- 
sumer’s mind as he stands irreso- 
lute at the point of purchase. 

That is the whisper which 
amplified by point-of-sale dis- 
play, etc., controls the impul- 
sive decision to choose the 


roduct. 

Because good advertising 
forms “background music” it 
cannot be written without refer- 


From an address given to the Royal 
Cuniee Branch, Incorporated Sales 


By J. G. Wynne-Williams, Director, 


ence to the scene of the sale. 
About 400 million ounces of 
sweets are sold every week in 
Britain. Something like 75 
million packets of cigarettes are 
sold every week. Hoovers and 
Frigidaires are sold far less fre- 
quently but at much higher unit 
prices so that background’ music 
must run at different tempos: the 
sales are closed in different 
atmospheres, everything is 
affected—size of space, frequency 
and story. No modern sales 
(advertising) campaign can 
therefore be mounted without 
the fullest knowledge of all the 
factors involved. It can only 
succeed if a full marketing plan 
is prepared of which the adver- 
tisi strategy is part of the 
whole operation. Selling to-day 
is becoming more and more like 
a military operation based on 
information, intention, method 
and administration. 

The main selling factors once 
research and manufacture have 
done their work are marketing, 
merchandising and advertising. 
The three are so inter-related 
that their planning must 
done round the same table. If 
marketing can be regarded as the 

lan that has been decided on, 

on the usual amalgam of 
fact, experience and hunch, then 
merchandising is the practical 
application of that plan. 


Value of planning 


Advertising has been bril- 
liantly defined as “salesmanship 
in print”—to-day, of course, also 
in wireless waves, and films and 
cathode television tubes. Ad- 
vertising is best therefore (as is 
all salesmanship) when it is 
based on study planning and 
thought leavened by what 
Hooper of Schweppes called 
“fruitful hypothesis” and defined 
as “courageous business judg- 
ment.” 

Having decided our plan and 
story the sections of the popu- 
lation have to be decided which 
are likely to prove most profit- 
able for the product. This 
audience then has to be sought 
out—which raises the question of 
media selection; where do we 
want our advertisements to call. 
It is as alien to consider the 
choice of media outside the con- 
text of a marketing plan as it 
would be to assess an advertising 
scheme on its artistic merits. 


Masius & Fergusson Ltd. 


Moreover, the final choice of 
media should be left until copy 
and layout are in an advanced 
stage of preparation. 

In the selection of media, the 
wise buyer will take into account 
the work the advertising has to 
do, the money to be spent and 
that final element, which can be 
defined as the sum total of 
previous experience, however un- 
organised, ‘undocumented and 
generally unsupported by fact. 

Believing that judgment has 
its place as well as cold statistics, 
try to select within the grou of 
economical publications those 
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dominance as he may think. 
Even a heavyweight advertiser 
spends only about five shillin 
out of every hundred punts 
spent on advertising space by all 
who use it. There is massive 
competition in this respect alone, 
to say nothing of the counter- 
attraction of news items which 
absorb most attention. 

This — be a very sobering 
thought. A large advertisement, 
beautifully laid out and immacu- 
lately printed is one thing on the 
board room table for approval, 
or in the managing director's 
favourite magazine in his club, 
but is a very different thing in 
its real life surroundings—where 
it is something to be skimmed 
through in a crowded tube or a 
small part of a magazine read 
by a harassed housewife snatch- 
ing half an hour from all sorts 
of pressing duties. One adver- 
tisement, however large and how- 
ever expensive, possibly makes 
only a small impression. 

Since it can be shown that 
the size of advertisement at which 
readership per £ is at a maxi- 
mum is a relatively small one, it 
is a good—but not invariable— 
rule to use the smallest advertis- 
ing space that will faithfully 
present the copy theme. 

Always start thinking out a 
schedule with readership statistics 


i Dividends are the ultimate test } 


Good advertising has to be effective. The most trivial of tests that 
you can apply to an advertisement is whether anybody likes it. An 
advertisement does not have to be anything. It has to do something. 
Almost always it has to do the hardest of things in human experience 
—make somebody else do something. It doesn’t matter whether the 
copy or art work is liked: the typography admired or not. It doesn’t 
matter, it’s only interesting. What matters is that the advertisement 
as an entirety is a prime mover, capable of shifting people into shops 


to shift out the stocks of their clients’ goods. 


The test of an 


advertisement is not admiration but dividend. 


which seem generally to be in 
character with the type of adver- 
tising which has been decided 
on. Hawever cheap a publica- 
tion may be on a_ cost-per- 
thousand basis, omit it from the 
schedule if copy and layout are 
completely out of harmony with 
its editorial content, since the 
appeal to the reader would be 
seriously reduced. 

As to size of space and fre- 
quency of insertion, we take 
this view: we regard the adver- 
tising audience not as a static 
body of people, such as a 
captive audience in a _ large 
hall, but as a constantly moving 
parade. Where resources are 
limited, therefore, we prefer to 
use a number of small advertise- 
ments rather than fewer large 
ones. If this illustration has 
any real life application it is 
clear that however loudly the ad- 
vertiser shouts, it is physically 
impossible to attract the atten- 
tion of any but a small fraction 
of the total audience at any one 
time. Therefore, dominance at 
the expense of reiteration is 
seldom sought. 

Not cake will the message be 
restricted to a small part of the 
audience; it is doubtful whether 
the advertiser achieves as much 


in front of you—but not every 
publication which has “slide-rule 
support” should be included. In 
general favour the large-circula- 
tion publications, partly because 
they are usually cheaper per 
thousand readers, but also be- 
cause they more easily match 
a marketing requirement. 

Salesmen should, however, 
never forget this—you should 
be so close to your business that 
it may well be difficult for you 
to decide best what is to go into 
the paper. 

Postpone it how you will, 
preface it by all preliminary 
aids and helps and groundwork 
that can be devised and per- 
fected, but eventually the 
agency must write the adver- 
tisement. No matter what 
developments or improvements 
may take place in the future, 
the writing of an effective ad- 
vertisement must remain the 
deciding test of good agency 
service. It should never for a 
moment lose its grip on the 
essential function of advertis- 
ing as salesmanship in print. It 
is the test by which all its 
efforts should be judged. There 
is nothing in advertising more 
important than the advertise- 
ments. 
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ADVERTISER'S WEEKLY 


How advertisers can meet 


the self service challenge 


means, But it would be an 
injustice to suggest either that 
the retailer's only concern is 
to increase his sales by the 
hypnosis of display or that 
the shopper is the unsuspec- 
ting prey of a mass of irresis- 
tible merchandise, 
Neither is entirely the case. 


Influence on sale 


The true purpose of the self 
service shop is to provide for the 
housewife a “live” and compre- 
hensive shopping list from w 
she is invi to make her own 
selection. Her a while 
some extent ng on im- 

at the point of sale, will 
in the main be influenced by 
considerations already present in 
her mind. The self service store 
will remind her of what she 


wants. 

The task facing the advertiser 
is, therefore, twofold. _ Firstly, 
he must — his — 


By R. F. Rooke, Chairman of 


tween the product itself and the 
style of its supporting advertis- 
The effect of indirect ad- 


The Self Service 
Development Asso- 
ciation is 


siderable mass of 
relevant experience 
to all seriously 
interested in the 


questions 
will self 
affect my business.” 


leave a visual impression. So 
far the custom is to illustrate 
merely a single sample of the 
product although, in fact, the 
roduct is never seen y. 
variably it is displayed en 
mass 


e. 

Would it not then be more 
effective to feature a stack of 
items? The overall appear- 
ance of a crowd may differ 
considerably from the _ in- 
dividual appearances. of those 
who comprise it. 


the impact would be greater still 
if the type of display fixture in 
the advertisement were identical 
with that in the store. 
Possibilities exist here for 


Why not with larger ? 
Establishing a picture 

The advertiser’s main concern 

- = at ey y in the 

pper’s “mind’s eye” an exact 
impression of what will confront 
her in the shop. 

Details which may appear 
insignificant should not be over- 
looked. If the product is packed 
in a container which does not 
easily stack, it may be arranged 
in heaps. Portray it in a heap 
in the advertisement. It may 
stack more effectively on its side 
-—-then illustiate it on its side. 
Only by paying the closest atten- 
tion to the detailed manner in 
which the retailer handles and 
displays the article will the ad- 
vertiser be able to achieve the 
e370 the familiar 

uilding iliarity 
of the mene AS advertiser has 
at his disposal the useful device 
of the brand name. There is 
nothing new in brand names, yet 
it may be that self service will 
create the need for further 
thought on this subject. In the 
past the brand name has become 
the spoken word—on the lips of 
the retailer as well as the con- 
sumer. For this reason long 
obscure words, difficult to pro- 
nounce and likely to cause em- 


A scene from Gardners Food 
Service store in Sutton—Britain's 
biggest serve-yourself food estab- 
lishment. There are five check- 
out points and hostesses are 
available to give shoppers 
guidance. Digby Wills Ltd. are 
the advertising agents. 


barrassment have always been 
avoided. But now that in self 
service stores the shopkeeper and 
his customer no longer converse 
together across a counter the 
main objections to such words 
are less important. Indeed, the 
greatest visual impact may be 
created by the lengthy, obscure 
word rather than by the simple 
commonplace word designed for 

the most inarticulate tongue. 
The visual effect of brand 
names is at once related to the 
use of type faces. It goes with- 
out saying that the phy 
on the pack should follow that 
used in the advertisement. The 

@ Continued on page 548 
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More and more the new method 

of buying the groceries is being 

portrayed in press advertise- 

ments. These depict the product 

within the self service retailing 
context. 
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It's a good job 
ewe asked DIM along! 


Catalogue, showcard, 
leaflet or packaging 5 : r 
as long as its production . ons ; 
involves the use of ; 
some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultant 

at the planning stage. 


speak 0 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 


INCREASE YOUR SALES AND GOODWILL.. s 


Whether for keeping your name before the 
public, or for launching a new product, Ariel 
Advertising Balloons are a powerful advertising 
force. Quickly and cheaply, this gay, colourful 
medium carries your sales message through the 
streets, and right into the family circle. 

Ariel Advertising Balloons and Toyshapes are 
known and used throughout the world. They are 
available in a multitude of shapes and sizes, 
brilliantly coloured and printed. Here are big- 
ger, brighter and stronger balloons to reinforce 
your sales effort. Use them as part of your 
next campaign. We shall be pleased to supply 
sample and quotation on request. 


ARIEL 


ADVERTISING BALLOONS 


“—S 
LEWIS KNIGHT & COMPANY Ss “ith Cae 


8 Chingford Mount Road, London, E.4. 
Larkswood 2241/2 


TODAY'S CHILDREN ARE iebcienodl CUSTOMERS! 
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British Car Sales 
ZOOM in Canada 


Drivine ALONG any Canadian 
highway to-day you will see hundreds of British cars. 
There are authorised dealers and service garages in 
practically every town, village and hamlet to meet the 
growing demand from coast to coast. British cars 
have truly “arrived” in Canada. This popular 
acceptance is largely due to a good product plus 
sound merchandising and advertising methods. With 
respect to the latter, Daily Newspapers played a 
major role in each campaign. They were chosen as 
the basic medium to bring the sales story to Canadian 
motorists. 


Here is what two prominent British car manu- 
facturers say about Daily Newspaper Advertising 
in Canada. 


“The Austin Motor Company (Canada) Limited 
have found over the years that any national 
advertising campaign, to be successful, must include 
extensive use of Canadian Daily Newspapers to 
gain the fullest effect at the local dealer level.” 


“When introducing Rootes Products in 1948 to 
Canada we appropriated 60% of our advertising 
budget for daily newspapers. After six years of 
successful merchandising our Canadian Daily 
Newspaper appropriation now accounts for 80% 
of our total budget.” 


The seven Southam newspapers have played an 
important part in introducing British cars to motorists 
in their respective communities. 


For information on the territories served by our 
papers, please write to Mr. F. A, Smyth, our 
British representative, at 34-40 Ludgate Hill, 


London, E.C.4. 


THE SOUTHAM NEWSPAPERS 
OF CANADA 


THE OTTAWA CITIZEN THE HAMILTON SPECTATOR 

THE WINNIPEG TRIBUNE THE MEDICINE HAT NEWS 

THE CALGARY HERALD THE EDMONTON JOURNAL 
THE VANCOUVER PROVINCE 


SERVICE 
Ss EL L 4 I NG 


~ continued 


| In self service re- 
tailing the package 
is the silent sales- 
man. it must 
exert its influence 
by its appearance. 
The containers 
here displayed (all 
| made by the Metal 
Box Co., Ltd.) are 
suitable for sale in 
serve - yourself 
stores. Brand 
names are bold 
and distinct. 


more distinctive and individual 
the type the better. Logoty 

| are, therefore, ideally suitable for 
self service lines. 

If self service is likely to affect 
| the layout and style of adver- 
| tisements how will it influence 

the choice of media? 

Since colour will be essential 
in achieving the necessary 
visual familiarity of self ser- 
vice lines, it will not be sur- 
prising to see a greater demand 
for poster advertising and for 
space in journals which print 
in colour. The cinema screen 
too is a medium, the popu- 
larity of which may well in- 
crease as a result. 

Visual appeal and colour im- 

pact must go hand in hand. 


Use of colour 


| For the vast mass of press 
publicity, however, black and 
white will have to suffice. Ad- 
vertisers should bear this in 
| mind when the kage for their 
| product is ing designed. 
| Colours should be used which 
hotograph and contrast well in 
lack and white and do not lose 
| their character when reproduced. 
The question is frequently 
asked: “Will showcards, window 
bills and other point of sale dis- 
play advertising still be necessary 

| in self service shops?” 

The answer is unquestionably 
“Yes.” 

It has already been established 
that the shopper will be reminded 
| —in other words her memory 
will be revived—by self service 
displays. It has also been estab- 
lished that her memcry will be 
revived more readily by those 

roducts which are already 
amiliar to her. 


Discrimination of products 


But surely a similar effect will 

| be achieved by those products 
which have only a moment or so 
before brought themselves to her 

| notice? The product which 
exerts itself from a window bill 
or streamer or a poster displayed 
| in the entrance to the shop will 
| be fresh and vivid in the 


customer's mind when she comes 
to discriminate between that 

roduct and its competitors a 
ew moments later. e advan- 
tage is obvious. 

There is ample space in most 
self service stores for the displa 
of advertising material and it will 
continue to be in demand—per- 
haps to an even greater extent 


PSSST COS TCC +O? 
Basic points for advertisers 


There are now some 2,000 
stores run on self service lines 
in this country and the number 
increases every week. This 
trend is significant to advert- 
isers because : 

@ Impulse buying is stimu- 
lated and “background’”’ 
advertising will influence 
decisions. 

@ The i rtance of the 
package is enhanced. 

@ Typography of pack and 
advertisements should be 
similar. 


than hitherto—as an “appetiser” 
just prior to the point of 
selection. 

Self service in this country is 
still comparatively young and 
growth over the past few years 
has been steady if not spec- 
tacular. That may not always 

so—the pace may well 

uicken, Now is the time for 

the advertiser to face up to the 
exacting demands which self 
service will inevitably make. 

Already shopping conditions 
and chan in our genera] pat- 
tern of life have ten to make 
the housewife less inclined to 
converse at length with her 
retailer. Already many pro- 
ducts are bought without the 
verbal recommendation of the 
shopkeeper. 

e public likes to be able to 
make up its own mind; and in 
an age when the nation’s eye- 
sight has never been better the 
exploitation of visual appeal pro- 
vides the manufacturer with un- 
precedented opportunities for 
increasing the sale of his 
products. 
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Northern ireland No Customs 
Population or Trade 
1,370,769 Barriers 
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here are two 


new SURE-FIRE books 
to help you sell 


more! faster! 


POSTER DESIGN by Tom Eckersley 
WINDOW DISPLAY by Natasha Kroll 
Both books give explicit instructions from the 
simple to the sophisticated in these two important 
forms of sales promotion. Lavishly illustrated. 
Price 18s. each net. 
also just published 
Modern Lettering & Calligraphy 
edited by Rathbone Holme & Kathleen Frost. 


This important work gives up-to-date examples of 

fine lettering in Calligraphy, Book Production, 

Architecture and Advertising. Nearly 300 
illustrations. 2%s. net. 


from your booksellers or the publishers 
The Studio Ltd., 66 Chandos Place, London, W.C.2 


ADVERTISER'S WEEKLY 


A free 


advertising site 
just where she 
enters the shop 


ADVERTISING RUBBER MATS 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry your 
slogan, trade name or mark in any variety of colours; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


Write for folder ‘Are you 
using these FREE advertis- 
ing sites yet?’ Ss com- 
plete details and examples 
in colour of these perm- 
anent ‘point-of-sale’ re- 
minders Perhaps they 
could help to solve 
your sales problem. 


REoOrFERNH’'S RUBBER WORKS LIEMITED 
WATIONAL ADVERTIGERS’ DIVISION - HYDE - CHESHIRE 
T.P.gt8 Arthur Upton Servic 
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RING CHAncery 8844 NOW for space 


BI Exhibitors ! 


You 


have 
only 


Seven 
more 


days... 


You have made your S 
B.1.F., decided what you will 
shown ...and now what.. .? 


ef 
B 
‘ 
£5 


Fair, have time to listen to your sales message 


If so, we wish you luck! But why not tell Indus- 
try’s biggest buyers, the people you want to influence, 
in advance of the Fair, what’s new on your stand, where 
to find you. You'll save their time and improve your 
chances of business if you do. 

Tell them with an advertisement in the specially 

,» May “B.I.F. Issue” of BUSINESS. Pub- 
six days in advance of the Fair, it will reach 

over 12,850 regular subscribers, of whom 91% are 
Top Executives in British Industry—they’ll be at the 
Fair to BUY. Interest them, influence them, SELL 
to them in advance in this special issue . . but hurry, 


copy date is March 2sth . . . that leaves you just 
seven days. 


Business 


7 


THE JOURNAL OF MANAGEMENT IN INDUSTRY 


Net Monthly Sales (A.8.c.) exceed 12,850 


BUSINESS PUBLICATIONS LTD., 
180 FLEET STREET, LONDON, E.C.4 


Two-purpose broadcasts 


have commercial tie-up 


Ts LIGHT Programme 
broadcast series “Sir 
Laurence Olivier Presents” was 
conceived and has been de- 
signed not only for prestige 
broadcasting in the form that 
it is heard over the B.B.C., but 
also aS a programme suitable 
for commercial sponsorship. 
This same series is, in fact, 
carrying advertising messages 

in many parts of the ny 

There are three different ver- 
sions of this show which has 
been produced by Harry Alan 
fowes and distributed by the 
Towers of London (Ltd.) organi- 
sation. 

First there is the non-com- 
mercial version broadcast by the 
B.B.C. Secondly, there is the 
American version which is 
broadcast from coast to coast 
every Saturday night over the 
facilities of America’s = 
net-work—-N.B.C. Thi the 
so-called “open-end” wad ver- 
sion which will be used for com- 
mercial advertising purposes in 
Australia, Canada, New Zea 
South Africa and other parts 
the world. 


Economical rate 
It is this “open-end” version 


which is of particular interest 
to British advertisers because the 


programme is already under con- 
sideration for sponsorship by 
several well-known British firms 
for various parts of the world. 

This form of international 
syndication which enables a 

rogramme of the calibre of “Sir 

urence Olivier Presents” to be 
available at an economical rate 
to overseas advertisers is not new 
and one vod gt! five years pe 
pionee by Towers 
ones (Ltd.). 

“The B.B.C. also have the 
opportunity of benefiting from 
this multiple use of a transcribed 
radio series. The price, for in- 
Stance, that they are paying for 
“Sir Laurence Olivier Presents” 

not represent more than 
30 per cent of the actual produc- 
tion cost. Previous B.B.C. pur- 
chases in this way have included 

“The Lives of Harry Lime,” star- 
ring Orson Welles, and “Horatio 
Hornblower,” starring Michael 
Redgrave. 

To give an indication of how 
a programme of this character 
may serve many advertisers and 
purchasers in different parts of 
the world, the commercial 
history of the latter series is as 


follows. 

being bought by 
“Horatio Hornblower” 
was broadcast in the United 


States over the Columbia Broad- 
casting System and is currently 
being re-broadcast over the faci- 
lities of the Broad- 
casting Company. In Australia 
the programme was initially 
—— by Coca-Cola, while in 
Zealand it was taken up 
by a British advertiser, the St. 
James Tobacco 0 Company, who 
approp priately used it to adver- 
“First Lord” cigarettes. In 
+ it 4 on the — auth the 
gramme was sold to erent 
fadvidual advertisers in each 
major city and is being broad- 
cast over no less than 40 different 
Canadian stations. 


U.K. stand 
at Samples 


e 
Fair 

NCE AGAIN there will be 

an official United King- 
dom stand on the first floor of 
the Palace of Nations at 
the forthcoming International 
Samples Fair to be held in 
Milan from April 12 to 28. 
This decision was made in view 
of the very considerable in- 
terest shown in last year’s dis- 
play, which featured the atomic 
pile. The main feature of the 
British display this year will 
be the United Kingdom air- 
craft industry. 

The aircraft will _ 
the advance “aan 
industry over the years, and will 
emphasise that British manufac- 
turers are continuing to pioneer 
with new types of aeroplanes of 
new shapes and with new 
methods of propulsion. 

This will be achieved by 
means of various panels among 
which will be one entitled “Man 
takes to the air.” 

The eral theme of the 
ro will be that British indus- 

ry pays attention to design and 
gua ity not only in the manu- 
cture of aircraft, but in many 
other fields also. This theme 


merce for Italy, who are cele- 
brating their 50th anniversary 
this year, are providing staff on 
the stand conversant with all 
aspects of trade between the 
U.K. and Italy, to answer the 
inquiries of visitors. 
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NOR WAY’S SECOND LARGEST 
MORNING DAILY 
THE LEADING SOCIAL DEMOCRATIC 


Arbewderbladet 


With 84% of the circulation for regular 
subscribers, Arbeiderbladet is a powerful 
advertising force in Norway. A popular paper 
reaching families with high standards of living 
and general education—people who can afford 
to buy and who demand quality goods. 


Consult our new London representatives 


A. PRESS LTD. 


14 DOVER STREET, LONDON, W.L 
MAY fair 8615 


ADVERTISER'S WEEKLY 


When planning an advertising 
campaign in Southern Africa 
consult 


Nath Up 


NEWSPAPERS LTD 


24 Holborn, London, E.C.1. Tel. HOLborn 4144 
Cape Town 
Durban 


Johannesburg 
National 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 


SUNDAY TIMES 
SUNDAY EXPRESS & HOME JOURNAL 


* * 


“SYSTEM” Desk Diaries 
Make Ideal Advertising Gifts 


Write TODAY for Leafiet and Quotations to:— 
Shaw Publishing Co. Ltd., 180 Fleet Street, E.C.4 


FREE APPROVAL is the best test of value 


PRINTING DESIGN 
AND LAYOUT 


VINCENT STEER’S monumental book 

i tells you all you want to know about layout, typography, 

process work, paper, colour and the various forms of 
press and direct-by-mail advertising. The chapters on 
Dramatising the Advertiser's Message, the Principles of Type 
Selection, and the Romance of Type Design will give you the 
essential background you need to gain mastery over type. Sir 
Francis Meynell says “I have read many books on the subject 
and once even wrote one myself. I make no exception when 
I say that Mr. Steer’s seems miles the best.” 


HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE . LIMELIGHT OF THE LAYOUT 
ae ee , LETTERING FOR LAVOUT, : 


. COMMERCIAL TYPOGRAPHY . 
CHARTS . INTERNATIONAL PARADE 
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UST AS most comedians 

wish to play “ Hamlet,” 
most artists at some time or 
another wish to write. Some 
of them, like Augustus John, 
turn out to be pretty good at 
writing too, or at least at ex- 
pressing themselves vividly in 
words. Uninhibited by literary 
style they crash into print with 
gay, child-like abandon. The 
results are often picturesque 
and are sometimes imbued 
with a freshness which the 


* Poster Design, by Tom Wekersiey, The 
Studio Publications, 18s, 


i You 


lt took 70 loaded mail bags to convey to the B.B.C 


theme of road safety. 
right: 


STANDS FIRST AND 


Review of Poster 


Advertising 


How to 
do it 


By STUART LEWIS 


An example of 
Eckersley's “human 
appeal” style. 


trained writer would find hard 
to imitate. 

Tom Eckersley, who has 
written a book on poster design 
in the Studio “How to do it” 
series,* does not fall into the 
colourful category of artist- 
writer. This, however, is no 
criticism of his new book, which 
is written clearly, concisely, un- 
pretentiously. 

The early chapters on equip- 
ment, colour and printing, size 
and adaptation, lettering and 
treatment are full of sound sense 
and useful tips for students. The 
book is, in the jargon of publish- 
ing, profusely illustrated, and 


WIR'BUTE TO FRIENDS OF GREECE (NC 52 EAST Sita STREET. NEW YORK CITY 


the reproductions of posters are 
grouped under four main head- 
ings, the humorous, the dramatic, 
human appeal and the unusual. 


an inherent need of humour. 
This constant urge draws us to 
the amusing, whether it be 
reading matter, entertainment, 
advertising or deed the 
numerous funny incidents we 
experience daily.... That is 
why to me the poster 
nearly always successful, 
because it not only puts the 
message over but also supplies 
the want within us.” 
Among the humorous posters 
illustrated the most outstanding 


a 


Dont 


— 


Bugg (5- 7). 


. the entries in a poster competition centred on the 
The winning posters in the four age categories are reproduced here. 


David Willetts (14-16 years), Rosemary Rennie (11-13), Elaine Bradbury (8-10) and Hilary J. 


Left to 


_ 


FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ODHAMS PRESS LTD. 


This poster by McKnight 

Kauffer is cited by Eckersley in 

his book as an excellent example 
of human appeal. 


is the famous Savignac pig for 
a French canning firm. ie pig 
holds a ~ pay | key in its 
mouth and looks knowingly at 
the reader. 


The dramatic approach 


Whether it would have been 
completely acceptable to every- 
one in this country is doubtful. 
One keeps hearing of amateur 
pig-breeders who grow so fond 
of their four-legged breakfasts 
that the day of slaughter is an 
occasion of weeping if not 
wg = of teeth. To them at 
east, the very conception of the 
poster might have seemed dis- 
tasteful and altogether too near 
the ham-bone. 

In the section headed “the 
dramatic,” needless to say we 
find posters showing a blazing 
building and a ladder with 
broken rungs (Royal Society for 
the Prevention of Accidents), a 
wooden cross draped with a 
soldier's belt and steel helmet 
(“A careless word... another 
cross”), and a Polish film poster 
giving a worm's-eye view of 
James Mason. 

Applied to the right subject 
this appeal can be most power- 
ful, as can be seen just now in 
the new People poster adver- 
tising their colour-bar feature. 
The poignant study of a negress 
and the words “Because my skin 


* Continued on page 554 


FOR ENTERPRISE 


112 HIGH HOLBORN W.C.1. G. Lt 


BIRMINGHAM 


MANCHESTER 


LEEDS 


WATFORD 


EFFICIENT SERVICE 


McLELLAN - DIRECTOR 
SOUTH COAST 
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POSTERS get results through their unique power of 
repetition; an average campaign offers each “reader” over a 
hundred opportunities a month of seeing your message. Mills 
& Rockleys would be pleased to discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors ~- Administration: 2/ Queens Road, Coventry 
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For sites worthy 
of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St 
Birmingham 
Phone: Central 3784-5 


ts 
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PREDOMINANT SITES IN MANCHESTER 
AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES L1p., 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 


The “Newer Look” for 
your Posters in 
N. & N.W. LONDON 


PADDINGTON 0166/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 


——— hl SS 
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represented. The best design 
here is Eckersley’s own job for 
Coats’ La Chaine sewing thread, 
which shows the back view of a 
small boy holding a reel of the 
thread. Significantly there is a 
large patch in the seat of his 
trousers. 


Unusual rendering 


In his section on “the un- 
usual,” Mr. Eckersley writes, 
“Some posters compel us to look 
twice, not by the nature of the 
subject, or of the objects, con- 
tained in the design but by 
unusual rendering.” 


This poster was designed for the 
U.S. Office of War Information 
by John Atherton. “What could 

more eloquent,” writes 
Eckersley. “In its anonymity it 


could apply to any one of us, 
hence es forthright appeal.” 


In the opinion of Stuart Lewis this poster is a classic. It has humour, 

appetite appeal and great attention value: it tells the “all meat, no 

bone” story and it places emphasis upon the convenience of ham— 
and all at a glance without a word of copy. 


is black...” combine to produce 
a truly dramatic effect. 
“Human appeal” is not so well 


be obliged to look three or 
’ four times and then give up 


trying. ; 
To sum up, Mr. Eckersley is 


not only a very good poster 
designer but a very sound adver- 
tising man as well. In his con- 


clusion, addressed to students, 


he says: 

“Really fine work never 
dates: it is only posters which 
depend solely on the particular 
technique of their period 
which to-day appear dull and 
dated.” 

Further on he adds: 

“Do not fall into the easy 
way of imitating other design- 
ers; this may get you some 
success for a short time... but 
it will not advance your worth. 
Instead, try to develop your 
own style....Spare no effort 
to develop your drawing 
ability, for all posters should 
be based on simplicity, and to 
be able to simplify an object 
one must be able to draw it 
in its entirety first.” 

This should be framed and 
hung on the walls of all art 
schools. 


* * * 


ob YEAR’S pons for the 
Daily Mail Ideal Home Ex- 
hibition stumbles into the cate- 
gory of “the unusual.” Here are 
winged horses galloping through 
space, surmounted by the words 
“Come to Arcadia!” Although 
the poster is pleasantly designed 
by Eric Frazer and the wording 
clearly enough displayed, it is 
unlikely that the present-day 
public will readily respond to 
winged horses. 

It is even less likely that they 
will ever have heard of Arcadia. 

Perhaps this doesn’t matter. 
Perhaps the word will lure them 
to Olympia to find out. Even 
so I feel it would have been 
wiser to choose a more obvious 
“homey” appeal. 
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229,584 net sales in a specialised women’s market 
| and only £204 a page 


Stitchcraft is beautifully illustrated and 
produced for women who are determined 
to dress well and have smart homes by 
making things for themselves. The 
800,000 women readers of Stitchcraft 
are in the market for anything 
good of interest to women. At 
only £204 a page Stitchcraft, 
with no waste circulation, 
may be reckoned a bargain. 


Stitchcraft sales are going up 


Latest ABC figures July to December 1953, 
show yet another increase in Stitchcraft sales 


wniniennn inno PHOS CMORAMT 


Advertisement Manager, S. H. BOWDEN, Stitchcraft Ltd, Great West Road, Brentford, Middlesex. Telephone EALing 6283 


() MODERN WAYS TO MORE SALES 
_m—A Many of the most striking 


~. a advertising and industrial films 
me you have seen and heard 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


SS 
Many of the familiar illuminated - 
displays and signs that catch 
your eye at the point-of-sale 


were designed by 
HERVEY & GOODMAN LTD. 
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Send for illustrated leaflet in full colours 
THE ADDRESS OF BOTH COMPANIES IS:— 


RADNOR HOUSE, 93/97 REGENT STREET, W.!. Telephone: MAY fair 9901 
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Seeing the Sites? 


WEVE MANY 
“BEAU TIES” 


LANCASHIRE 


advertisement 
lay-out, design 
and display.” 


SOUTH LONDON 
OBSERVER 


SCULPTURE 
vr ? by Frederick T. Day 


THQUGR written 
classes 


and at exhibitions, or to photograph for 
pm ny 2 in layouts, here the 


i— 


a en dotee 
Foldee. bending, ete.: paper and 
curling, border work, scrolls and similar 
: advanced flower making, 


ing. : 
pulidles from cones and tu! voy An 
faces, hair curling, masks, etc. 


THIS book is obtainable from all booksel- 


NEWNES EDUCATIONAL 
PUBLISHING CO., LTD. 


ferraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for fessional and amateur 


to paotographers, eas utiful transparencies in 
= si —— ben lor can be easily proces- 
batural the user and Poy TS Tle ed 
hours after 


necessary to wait ~ + day, oF we or ~~ Le ya or we, wil fms 


we Ae! ager domed 
a plus 
> tu” cond 


RESULTS 
SAME 
DAY 


in cassettes nied =. Bone Uh he Ae 
FT or Hh rl is /1d. plus 3 


KENNEDY PRESS LTD * 31 KING ST WEST * MANCHESTER 3 
SO TEMPLE CHAMBERS * TEMPLE AVENUE - LONDON E.C. 4 


EFORE Manchester Poster Services Ltd. carried out a recon- 
struction job at Lower Mosley Street the hoarding (see above) 
was a double decker. The top row projected beyond the height of 
the adjoining property at right. Reconstruction (see below) brought 
down the height so that the top became in line with that property. 


oni 


By day and ni Charles Leach Ltd., of the City Confectionery 
Works, Newcastle-on-Tyne, keep their brand name in the public eye. 
This new sign comes from Claude General Neon Lights Ltd. 


Ce oe 
SEE BRITAIN BY decsian Sa a 


—- < 
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Left: One of the new posters issued by the North Eastern Region, 
British Railways. Right: From a design by Paul Mann the Eastern 
Region's new poster features the Harwich-Hook of Holland Service. 
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A Reliable Market for British Products 


HOLLAND 


An ‘Advertisers Weekly’ Survey 


Ten million prospects for 


quality consumer goods 


T° a greater extent than practically any other country in the world, Holland offers foreign traders 
a free and open market. The nature of this market is outlined by this broad and authoritative 
survey specially prepared for “Advertiser’s Weekly.” 


a 
Features of the 
Dutch market 


N PRINCIPLE, all varieties of 
foreign consumer goods have 
easy access to the Netherlands 
market. But they are confronted, 
in nearly every branch, with: 
® Products of a national in- 
dustry, which have succeeded 
in developing and maintaining 
their foothold in free competi- 
tion — also with foreign 
countries; 


@ Products of other countries, 
which likewise try to find an 
outlet on the open Netherlands 
market; 


@A circle of customers 
(importers, wholesalers, re- 
tailers and consumers) who 
have been and are still being 
spoiled by this free national 
and international competition, 
and who therefore make the 
most exacting demands as 
regards quality and price. 
Some important British con- 
sumer g which have cap- 
tured a permanent place on the 
Netherlands market are: books 
and periodicals, fabrics, stock- 
ings, socks, clothing, footwear, 
hats, fashion goods, tools, motor 
cars, motor cycles, bicycles and 
toys. 


i a 4 


HE IMPORTANCE of the 

Netherlands as a market 
for consumer goods is deter- 
mined first and foremost by its 
population, totalling more 
than 10.5 millions. The 
number of independent house- 
holds of two or more persons 
can be estimated at some 
2.6 millions. 

These 10.5 million — live 
very close together. ith about 
325 inhabitants per square kilo- 
metre (840 per square mile), the 
Netherlands is the most densel 

pulated country in the world. 

his factor has a favourable in- 
fluence on the organisation—and 
thus on the costs—of the 
machinery of distribution, in- 
— publicity. 

A factor which has a more 
direct influence on the sale of 
consumer goods is the growth o 
the Netherlands population. I 
it was not for the considerable 
surplus of emigration over immi- 


ration (which can be estimated ° 


or the present and for the near 
future at some 40,000 persons a 
year) the population would in- 
crease by more than 150,000 a 
ear, as a result of the very high 
irth rate (by West European 
standards) and a death rate 
which is among the lowest in the 
world. Thus the actual increase 
in the population exceeds 
110,000—i.e., more than one per 
cent—per year. 


In the first place this means 
that the Netherlands market for 
consumer goods is naturally sub- 
ject to continual and rapid ex- 
pansion. Moreover, the rapid 
increase in the population, and 
“ry the high birth rate, 
as a great influence on the 
nature of the goods called for. 

First of all, it entails relatively 
high figures for the numbers in 


Basic points 
for 
advertisers 
Briss traders and 
advertisers who 
cide to work the Dutch 

market 


should 
larly bear in wy. - 
following: 


the youthful age classes. 
Some 37.5 per cent of the 
porsnece of the Nether- 
ands is under 20 years 
of age. Thus there is 
@ Continued on page Vill 


A traditionally characteristic Dutch sceene—but more than 

tulips are grown in the country. For instance, year by year 

Dutch cows yleld more milk, Dutch pigs more meat, hens 
more eggs, sheep more wool. 


77 


* Bes Bhan ee : : ¥ F ; io 
- Be 
7k : 
ce ¥. £ 
; ¥ 
ee 
oe B ; ; 
Foch 7 a e ‘ 
PF | MARKETS - MEDIA : METHODS , 
-— oe 
|- mM 
| | : Se , 
—_— - 
= & wa 
; 2 a = 
ff ow @ Deliberate _ protection s 
. 24 Z. national Aa 
9 ° ys no portant 
ae i role in the nation's ; 
i economy. ; 
, @ Because of the free 
— nature of the import 
a8 system foreign com- : 
a _ potion in the country a 
aon ®@ Population 4 Se 
q increasing and By 
‘i standards are rising. ela Wy 
ee Wt i 
oe ; 9 ae 
. : ¥ ‘ ai 
. Be 2. 
=) ‘, 
y er p ee 
i gE si 
7 ‘ ® _ w 
‘fe ; te ey | 
' y li : _ ose : il i 
j 5 rahe wi : . 4 
a a e sr ene né mesg i sem AF 
ba , so: bee Cian one San rate ep ; a 
. 4 ' : itm i 4 hay ; se ‘ 5 ies age ; ‘ ‘7 
i b * oe de ah , “7 : at c ey, - 
Sat ' ae ee Fat Lh, > 7 
= > _ ie fees *, _ - 7 
: on ee Pe A ah “ae. on, oe as 7 
cm oa 
oa ; 
ae ee : ace .. — . : - : ! 
a 3 ae ba 4 1 ae “J P< a 7 P ta fa 
ee. . a ae om ‘ a a a corel a ae a 


; = se re 
ADVERTISER'S WEEKLY—Holland Survey Marcu 18, 1954 


From an expensive motorcar 
to a simple chocolate bar 


... whatever you want to sell 


in Holland, you cannot without 


the most important catholic national 


early morning daily, home delivered to 


q @ O. ap // income classes 


ya ying gudst 


highest value - lowest rates e 
~~ 


yy 
Represented in the United Kingdom by % 
Will Kitchen, Jr., 131 Fleet Street, London, a 


B.C. 4, Teleph. CENTRAL 1960, 3133, 3754. 
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HOLLAND 


95 per cent of dailies are sold 


Holland Survey—ADVERTISER’S WEEKLY 


on regular subscription basis 


Netherlands daily press development of the nation’s economy is important. This specially 
contributed survey by Dr. J. A. PENNOCK, director, Cebuco, draws attention to the wide readership enjoyed by that press and 
emphasises marketing scheme. 


The share of the 


After the war, the occupa- 
tion, and the loss, of 
Indonesia, the Netherlands 
tackled the question of her 
economic recovery with great 
energy. Thanks to soberness, 
hard work and American help 
recovery is complete and the 
country looks towards the 
future with confidence—a con- 
fidence which even the catas- 
trophic floods in 1953 could 
not shake. 

Originally a debtor in the 
European Payments Union, after 
24 years the Netherlands became 
a creditor nation. Tangible signs 
of recovery can also be seen in 
other spheres. Production has 
risen (60 per cent more than in 
1938), and accordingly, exports 
and internal consumption. 


Most families reached 


The share of the daily press in 
the favourable development of 
economic life in the Netherlands 
is important. As a means of 
forming public opinion it reaches 
2,650,000 pee subscribers; and 
as it is known that there are 
2,600,000 families in the country 
(population 10,500,000), it can be 
concluded that a daily paper is 
read by practically every family. 

That the importance and 
efficiency of the daily press ad- 
vertisements is appreciated can 
be seen by the figures given by 
the president-director of the 
Unilever organisation during an 
advertising congress. He men- 
tioned the total figure of 130 
million guilders spent on adver- 
tising during 1952. Of this the 
daily press had about 72 million, 
the remaining 58 million being 
spent on all other forms of pub- 
licity such as magazines, periodi- 
cals, direct mail, outdoor and 
cinema advertising, etc. 


Proof of importance 


When it is realised that the 
500 most important Dutch adver- 
tisers invest approximately 75 per 
cent of their total advertising 

t in the daily papers, there 
is clear proof of the great im- 
portance that is attached to ad- 
vertising in the daily newspapers. 

As every Dutchman wants his 
paper at his home, he subscribes 


in the favourable 


to a daily newspaper with the 
result that : — 

®@ Street sales play an unim- 

portant part (an average of 

95 per cent of the total cir- 

culation is by subscription). 

®@ “Boulevard papers,” which 

try to increase their circula- 

tion by sensationalism, are 


unknown in the Nether- 
lands. 
Completely in accordance 


with the mentality of the people, 
they wish to read their news- 
papers at home; quietly, com- 
pletely, and at a certain time. 
Advertising in the daily press is 
very effective, because of the 
attention each reader gives to 
his paper. Not only the editorial, 
but also the advertising columns 
are centres of interest. 

There are 62 newspaper 
publishers (this figure does not 
include two publishers of trade 
papers, c¢.g., cial, trade and 
transport), who together publish 
104 daily papers. Only papers 
appearing six times a week count 
as dailies, Some dailies have 
several editions, but one can 
place advertising in only some 
editions if for certain reasons 
one does not wish to cover the 
whole territory covered by the 
Paper. 


The various categories 


The daily press can be divided 
into various categories, e.g., dis- 
tribution areas, political persua- 
sion, religious conviction. 
Religious conviction 

and political 


persuasion National Provincial 
Politically oriemtated .. 2 0 
-Catholie ee on 5 33 
Protestant os 9° 1 x 
Neutral, independent, 
progressive, cic. .. s $2 


The code and rules of Dutch 
advertising came into bein 
in 1916, when the majority o 
the members of the Dutch News- 
paper Publishers’ Association 
reed to a number of regula- 
tions regarding the relationship 
between advertisers and adver- 
tising agencies. Since then the 
rules have had to be altered and 
added to many times. 

The binding force of these 
rules is based on an agreement 
between the D.N.P.A., the Asso- 
ciation of Periodical Publishers, 


that advertising in it is an indispensable part of any comprehensive 


the Advertisers Union and the 
Association of Recognised Adver- 
tising Agencies. 
With the approval of 

all the members of the Dutc 
Newspaper Publishers’ Associa- 
tion, the Central Information 
Office of the Dutch Daily Press 
(C.E.B.U.C.O.) was inaugurated 
in 1935. The task of Cebuco is 
to give extensive information 
with regard to daily newspaper 
advertising, and to see that by 


this information, advertising in 
the daily press becomes as effec- 
tive as possible, 

Information supplied is con- 
nected directly and _ indirectly 
with daily newspaper advertising 
and also arranges collective pub- 
licity for advertising in the we ! 
press. Data given includes, ad- 
es rates, circulation figures 
(officially supplied twice a year), 
and where possible relevant facts 

@ Continued on page Xil 


—— 


A display of some of the items selected from “Design Review” to 


appear at the coming Utrecht Fair. 


The aim is to show forei 


buyers modern British products that combine good design, quality 
and high level craftsmanship. 


Well-designed U.K. consumer 


goods on show 


IS SPRING the Council 
of Industrial Design has 
been invited to join with the 
Board of Trade in staging at 
the Utrecht Fair (March 30- 
April 8) a small, selective dis- 
play of well-designed consumer 
goods chosen from Design 
Review. This display will be 
seen on the official United 
Kingdom stand in the Inter- 
national Pavilion at _ the 
Vredenburg exhibition site. 
The Utrecht Fair was founded 
in 1916 and became international 
in 1921. Last year over 4,000 
exhibitors from 30 different 
countries showed goods, includ- 
ing 479 firms from Great Britain. 


Manufacturers interested in 

romoting their export trade are 
oe me increasingly aware of 
the opportunities proviese by 
international trade fair displays. 
The council, in selecting for ex- 
hibition the best designs avail- 
able, aims to show foreign buyers 
modern British products that 
combine good design, quality and 
a high standard of craftsmanship 
— oe in machine and hand 
wo 


The selected exhibits for this 
year’s fair include fine examples 
modern designs in stainless 
steel, electro-plate and silver- 
te with handles of plastic, 
alo, whanghee cane, walnut, 
rosewood, xylonite and a mag- 
netic wall rack to which cutlery 
or kitchen tools will remain 
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How advertising agencies operate 
in the Netherlands 


PANORAMIC view of the 
way in which Netherlands 
advertising agencies operate 
should be preceded by a short 
description of the Dutch 
agency world in general. 
Agency recognitions in the 
Netherlands are granted on the 
basis of the Rules for the Adver- 
tising Trade. These regulations 
are set up by four les: the 
Newspapers’ Proprietors’ Asso- 
ciation, the Federation of Pub- 
lishers of Periodicals, the Asso- 
ciation of Advertising Agencies 
and the Union of Advertisers. 
A new clause in these regulations 
is that fresh applicants for 
recognition have to pass a severe 
two-day examination. On the 
whole, the rules are exceedingly 
stringent. 


Effective punishment 


The minutest infringement is 

nished by a solemn board with 
ar-reaching powers. For in- 
stance: it is trespassing the rules 
to demand a special position on 
a page, although a request will 
be considered by the pages in 
question. Sending out editorial 
articles dealing with a client's 
business is another transgression. 
Story planting is, therefore, a 
risky job, Any agency passing 
on one penny of its commissions 
to a client, in whatever ingenious 
form, has one foot in the grave. 
The very strict maintenance of 
these rules is often rather irk- 
some: but it has freed the Dutch 
advertising world from bunglers, 
dilettanti and underhand dealers. 

The standard commission is 15 
per cent (plus, sometimes, five 

r cent on foreign accounts). 

his may be freely shared with 
other agencies anywhere. 


Preparing a campaign 

About 50 per cent of the 
recognised agencies are service 
organisations capable of pre- 
paring a complete advertising 
campaign and producing the 
necessary art work. The small 
agencies rely on free lance idea 
men and artists, but the middle 
sized and larger ones have their 
own studios and artists, so that 
the initiated can often tell from 
the finished work which agency 
handles which campaign. 

Artists’ agencies, to turn to for 


lay art work or , do not 
an he the Netherlane . That 
is why Dutch agencies sacrifice 
so much of their expensive floor 
space to harbour quite an army 
of designers and artists. Only 
for specialised work (machinery, 
shoes, often also fashion) free 
lance experts outside the agency 
are called upon. 


Art director's role 
The art director, in the United 


Kingdom the link between the’ 


advertising agency and _ the 
artists’ agents, is not an indis- 
pensable figure in a Dutch 
advertising business. Some 
agencies have an art director, 
and some rely on the chief or 
the oldest copywriter to see that 
the work is logical distributed 
and proceeds according to plan. 

Instead of account executives, 
Dutch agencies generally have 
“contact men,” each serving a 
number of clients. They need 
not be creative spirits although 
some of them are. Their value 
is chiefly in their commercial 
knowledge and experience, which 
should enable them to under- 
stand the clients’ sales problem, 
and get it solved at the office. 


Await requests 


The contact man is not allowed 
to go to non-clients with trial 
campaigns, but must await their 
request for a visit if they are 
already being served by another 
agency. Once this first contact 
is made, the prospective client 
is obliged to pay for any work 
or sketches accompanying the 
agency's suggestions. 

The beginning of an account, 
like anywhere else, is often a 
market investigation. Before the 
war, our agency had its own 
market research bureau, headed 
by a doctor of economics. This 
arrangement was never anything 
like a paying proposition. For- 
tunately, after t war some 
reliable market research organi- 
sations have sprung up, among 
them a Gallup institute, and a 
Nielsen company surveying 
the flow of goods in a number 
of retail outlets. 

The market experts supply an 
analysis of the facts, but no 
directives. They leave it to the 
advertiser or his agency to 
establish a modus vivendi from 


the market report. Rightly so, 
since no market investigator can 
be an expert in every line of 
trade. He may find that cakes 
of household soap are sold in 
great quantities without knowing 
that in itself this is a declining 
market. 

To new clients, the advertising 
plan is generally submitted in 
the shape of an_ illustrated 
report, outlining the basic idea 
of the proposed campaign, and 
listing the media to be used. For 
existing clients, such reports are 
not always necessary. The way 
out of sales or service problems 


By Karel Sartory, of 
De La Mar N.V. 


is then often found during a dis- 
cussion. The plan is followed b 
sketches, and these are passed, 
altered once, or infinitely, until 
the final projects leave for the 
blockmakers, the printers or the 


rs. 

I have found that all over 
the world this happens at the 
very last minute, although the 
advertiser and the agency have 
for months been looking for- 
ward to an unshakable dead 
line. 

The bulk of an advertising 
budget in the Netherlands is 
@ Continued on page XVI 


Economic equilibrium is 
being well maintained 


SURVEY of the Nether- 

lands’ economy published 
by the Ministry of Economic 
Affairs has referred to the sur- 
prisingly small effect which 
the floods of February 1953 
had upon the economic equi- 
librium of the country. 

It has also pointed to the fact 
that the setbacks which began 
about the end of 1951 had not 

rsisted through 1953, which 

d been characterised by a very 
high level of industrial produc- 
tion, low ng page me increas- 
ing exports and a surplus on the 
payments balance. The volume 
of exports had increased satis- 
factorily and, although a fall in 

rices had resulted in a rather 
ower value figure, it had, by its 
effect on imports, led to an 
improvement in the terms of 
trade. 

Furthermore, exports had 
gone to a rather wider market 
than heretofore, which was a 
direct benefit to the economy. 
Holdings of gold and foreign 
exchange, and the country’s 
position in the European Pay- 
ments Union had continued to 
improve. 

An economic report on the 
Netherlands recently issued by 
the Board of Trade has the effect 
of underlining this authoritative 
survey. Among the points made 
by the Board of Trade are: 

® Alone amongst the European 

Coal and Steel Community 
the country increased her 


steel production in 1953— 
and to the substantial extent 
of over 20 per cent of 1952 
production. 

© Savings figures for 1953 were 
“remarkably good”; in the 
250 banks affiliated to the 
Netherlands Savings Banks 
Association, deposits, at fis. 
653 million, exceeded with- 
drawals by fis. 140 million, 
thus easily surpassing the 
1952 record of fis. 62 mil- 
lion. 

® The Limburg coalfields pro- 
duced a total of nearly 12.3 
million tons in 1953. Of 
this amount 7.5 million 
tons came from the State 
mines. A new seam has 
been discovered in the Peel 
area at a depth of 700 
metres. Marketing of syn- 
thracite is to start this year. 

®A return of acreage under 
fruit, flower and vegetable 
cultivation in May 1953, has 
shown that in comparison 
with the 1952 figures there 
was a small increase, despite 
the floods, in the case of 
vegetables and a small de- 
crease in the case of soft 
and stone fruits. Flowers, 
bulbs and shrubs showed 
little change. 

®The Netherlands sewing 
machine firm “N.V. Fridor” 
has obtained a United States 
order for 50,000 machines to 
a value of $3 million which 
will ensure full employment 
for up to two years. 
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Nohow [APSQ,,. 


but how good ¥ 


During a recent celebration dinner of the company, one of our 
junior copywriters sat, pensive and brooding . . . but, at long last, 
after the Chairman, the Managing Directors and the Guests df 
Honour had finished their speeches, he said: 

“I understand how Big we are, but why did nobody say 
how GOOD?” 


We don’t make a practice of boasting. We really don’t 
need to, for the reason for our continued expansion is, 
very largely, personal recommendation. 

We cover practically every field of Advertising—but 
one simple formula governs the whole of our relationship 
eer a Sees 2. British advertisers will find, to their satisfaction, that 

But we do not simply rely on our own wisdom and we have the right touch for the markets of Holland. 
experience. Before we submit any advertising plans, © We shall be happy to collaborate in the preparation of 
we study the product. We go out into the market, test advertising and marketing campaigns directed to this 
consumer-reaction, examine and use the product our- rich and responsive market. 


Head Office: Amsterdam, 
a a ar Advertising | 278-280 N.Z. Voorburgwal 
Phone: 42133 (five lines) 


Associate companies: PUBLEX Ltd. (Outdoor Advertising) * CEFIMA Ltd. (Advertising films) +» HYPSOS Ltd. (Exhibitions) + INTEGREX L1d, (Television) 


selves. And we judge the success or otherwise, of our 
campaigns, by results, and results alone. We are, often, 
brutally frank with our clients, but we do, from time to 
time, produce advertising schemes and themes which are 
entirely out of the ordinary. 
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The post-war revolution in 


outdoor advertising 


have been 


Great yy instituted in the 
advertising the Netherlands. This survey 
tion comes from W. GERRITSEN, 


of outdoor 
the present posi- 
director, Publex Lid., an 
ertising. 


_ organisation specialising in outdoor adv: 


WHEN after the war-winter 
of 1944-45 things were at 
their blackest in the Nether- 
lands, lack of fuel claimed the 

eater part of the poster-sites 

enerally constructed of 
wood) to keep the fires going. 
Only a relatively small num- 
ber of poster locations in the 
shape of iron or concrete 
pillars remained. In addition 
to these an occasional framed- 
in wall space was to be found 
in some cities. This was all 
there was left of the former 
bill-board service, which once 


it was not easy to persuade 
municipal authorities to accept 
new post-war outdoor poster 
site ideas. It had to be proved 
to them that the locations were 
not only of value to business 
and industry but also to them- 
selves. Success, however, did 
come gradually, The panels 
devised may be grouped in such 
a way as to form pillars for 
display in squares. 


had certain merit, but which 
could not exactly be called 
perfectly organised. 
These remaining locations were 
. a no way adequate to cope with 
aad on eat flood of posters which 
ing distributed by various 
government agencies on behalf 
of the air force, the army, the 
Red Cross, etc. Anyone who 
wanted to show posters had _— 
put up on every ible object, 
even on nsuliablo ches Thess 
were numerous — remnants of 
houses, air-raid shelters, etc. 
Clandestine poster locations 
sprang up all over the country, 
one poster being stuck on top 
of the other and because of in- 
sufficient supervision, control and 
a indescribable chaos 
resulted. The situation soon be- 
came a —_— scandal. 
It was then that, while touring 
the country, we felt that some- 
thing had to be done about it. 


Suppressing the chaos 


We understood the time was 
ripe to endeavour to have a 
reorganisation in the method of 
putting up posters by taking up 
the matter with the competent 
authorities and convincing them 
that this chaos could only be 
eliminated if each municipal 
authority were able to make a 
number of first-rate poster loca- 
tions available, against payment 
of certain compensation. ese 
locations had to be arranged and 
built in such a way that they 
not only came up to the require- 
ments ruling for efficient poster 
advertising, but they also had tc 

aesthetically justified—this 
with a view to the weighty argu- 
ments put forward the 
oo This matter had to 

be taken up with not only one 
but with fool separate muni- 
cipalities, all of them having 
their own views on this problem. 

There had indeed been many 
malpractices. Panels had been 
put up and posters had been 
od . rdly - oe 

ace, without yo. those 
who controlled ~ Hxceses 
resulted which yt not 


L en 


a — se 


One of the new panels now available in the Netherlands for outdoor 
advertising. An advantage these have is the ability to place them in 
any desired position. At curved corners of cross- roads they may be 


used in a semi-circle. 


They can also be ranged alongside the road 


in zig-zag fashion. 


tolerated even by the mildest of 
critics. 

A scheme had to be evolved, 
based on panels, which would 
not only put poster advertising 
on a higher level, but would not 
also clash with the immediate 
surroundings. Moreover, these 
panels had to be adaptable to 
the locations which were avail- 
able in certain places for this 
purpose. Experiments and sket- 
ches were made, models were 
created until in the end the ideal 
—_ was turned out. Surpris- 


ingly enough this, of all the 

Py was the simplest. 

The idea consisted of panels 
with two posters one below the 
other, held together by steel 
tubing clamped in concrete bases 
and forming a sturdy object of 
solid construction. 


All positions solus 


This system is admirable from 
an advertising point of view, be- 
cause by separating all the 
posters put up, each one gets 
a solus position. It is, further- 
more, aesthetically justified, be- 
cause the lines of this system of 
panels harmonise with the 
straight contours of post-war 
architecture. 

The fact that in carrying 
through this system, one is com- 


mitted to one and the same size 
of poster (118 cm. x 83 cm.), has, 
moreover, a very stimulating in- 
fluence on the quality of the 
actual posters. It is now no 
longer possible to let the impact 
of the poster depend only upon 
its size; it has also to rely 
upon its quality. The artist 
must so design his poster that 
it will immediately strike the eye 
when put up, even although sur- 
rounded by others. 


Any desired site 


An advantage of these panels 
is naturally the ability to erect 
them in any desired position. At 
curved corners of cross-roads 
they can be used in a semi-circle, 
along the roadside in zigzag, thus 
making the panels more con- 
spicuous for the apouperse 
traffic. They may also be ex- 
tended against wails and hoard- 
ings, and 
squares, etc. The len 
location is easily 
the system of inking panels to- 

ther enables uilding of 
ocations in two, three, four or 
more links, each consisting of 
one panel for two posters. 

The task we had taken upon 
ourselves had, however, not been 

@ Continued on page XVI 
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When you think 


about Dutch markets, 


An Influential Readership 


‘Het Vaderland’ is published in The 
Hague, seat of the Queen, the Dutch 
Government and the Diplomatic Corps. 
It has many subscribers in government 
circles, and among members of leading 
business organizations (Shell, K.L.M., 
etc.) which have their head offices 
there. 

“Day by Day”—summarizing foreign, 
national and local news— is Holland’s 


only daily column in English. ‘Het 


Vaderland’ also holds the exclusive 
Netherlands copyright of “The Observer’. 


140 CROMWELL ROAD .- 


think of 
VADERLAND 


VADERLAND 


The oldest established newspaper in The Hague 


REPRESENTATIVES FOR GREAT BRITAIN: ALBERT MILHADO & CO LTD 
LONDON SW7 ~ TEL: FREmantle 8592/3 


A Well-to-Do Readership 


The average income of families reading 
“Het Vaderland’ is twice that of all Dutch 
families (Netherlands Gallup Institute 
Investigation). 

86% of subscribers belong to the groups 
with the highest purchasing power. 


A Regular Readership 


96% of the total circulation of ‘ Het 
Vaderland’ goes direct to regular sub- 
scribers and is delivered by our own 
carriers. The number of subscribers is 
continually increasing. 
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HOLLAND'S NATIONAL 
PHOTOGRAVURE 


Illustrated 
Weeklies 


FOR WOMEN , 


LIBELLE 


The nation’s FIRST neutral 
women's weekly. Immensely 

pular with the middle and 

tter income classes for its 
up-to-date fashion news, 
beauty column, home and 
garden features, short sto- 
ries and serials. 


BEATRIJS 


The national women's weekly 
for the Catholic section of 
Holland : '/; of the population. 
Same structure as Libelle. 
Combined net sale of Libelle 
and Beatrijs over 500.000. 


GOED NIEUWS 
voor de vrouw. 
(Good news for the Woman) 


A neutral women's week- 
ly with a buying eager 
readership among all 
classes and a great fa- 
vorite with the youn- 

r set. Net sale over 


175.000 copies. 


All weeklies are almost entirely sold on subscription 
basis. In Holland it is the photogravure weekly press 
for national coverage at minimum costs. 

Therefore these media are widely used for advertising 
all kinds of branded articles. They give you the key 
to the Dutch market. 


SPAARNESTAD 


PUBLISHERS 
HAARLEM - HOLLAND 


For further particulars write to: E. Cooper, 
25 Old Burlington Street, London, W.1 
Phone: Mayfair 1044, 
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© 10 MILLION PROSPECTS 


A K.L.M. hostess. Journeys to 

and from the Netherlands by air 

are both speedy and comfort- 

able. It is possible to leave 

London at 8 a.m. and be in 

Amsterdam by 11 a.m. The fares 
are low. 


necessarily a relatively large— 
and likewise steadily increasing 
—demand for goods for the use 
of youthful persons: children’s 
clothing, school requisites, toys. 
A still more important fact is 
that the great number of new 
households annually set wu 
causes a demand for goods pe 
as furniture and household 
effects in the widest sense. 


Standard of living 


The demand for consumer 
goods largely depends, of course, 
on the standard of living. No 
objective yardstick for  inter- 
national comparison on this 
point has yet been found. But 
even without such a yardstick, 
it is an established fact that for 
centuries the Netherlands has 
belonged to the relatively ve 
prosperous nations in the world. 

The country undoubtedly suf- 
fered severely from acts of vio- 
lence and the foreign occupation 
during the second world war, 
and from the numerous develop- 
ments and events which 
threatened its welfare after the 
conclusion of hostilities: the 
impediments to international 
trade, the temporary economic 
collapse of the German hinter- 
land, the serious rupture of the 
political and consequently of the 
economic relations with Indo- 
nesia and the flood disaster of 
February, 1953. The country 
_ however, overcome all these 
trials. 


Income per head 
As early as 1947 the national 


income, on the is of real 
values, again exceeded that of 
1938; in 1948 even the real in- 


come per head of the population 
(which has meanwhile increased 
considerably) was higher than 
that of pre-war. This develo 
ment has continued. In 1952 
the national income, on the basis 
of real values, wags in the aggre- 
gate 30 per cent, and per head 
of the population 10 per cent 
above that of 1938. 

A very important factor for 
the sale of consumer goods—in 
the aggregate, but particularly 
as regards the pattern of trade 
is the distribution of the coun- 
iry’s prosperity. 


Prosperous majority 


Individual differences in pros- 
perity exist and are certainly 
not negligible. But on the whole 
—compared with most of the 
other countries in the world and 
even with the countries of 
Western Europe—a great 
measure of uniformity in the 
distribution of the country’s 
welfare can be said to obtain. 


P 
illustration it may be mentioned 
that the 1947 census showed that 
67 per cent of the houses were 
connected to gas mains, 80 per 
cent to the water and 92.5 _ 
cent to the electricity mains. 
These figures will now be higher. 

This uniform distribution of 
the standard of living means that 
the broad masses of the Nether- 
landers can afford all the neces- 
saries of life in _ sufficient 
quantity and of reasonable 

uality and that in many cases 
they need not deprive them- 
selves of those g and quali- 
ties which are apt to be re- 
garded as of a semi-luxurious 
nature (tobacco, liquors and 
table delicacies, fur coats, elec- 
tric household ~ yey wire- 
less sets, auto-cycles, etc.). 

The pattern of the Nether- 
lands’ demand for consumer 
goods is naturally influenced 
very much by the climate and 
by such factors as the character 
of the people, the national cus- 
toms and the level of education. 


Marked domesticity 


The situation of the country 
at a high latitude in the temper- 
ate zone, the great humidity of 
its climate throughout the year, 
the numerous and strong winds, 
the marshy nature of a large 
part of soil demand, of 
course, that a considerable part 
of the incone is spent on good 
housekeeping, heating (coal), 
clothing (especially waterproof 
clothing) and footwear, while 
the same factors also influence 
the food that is required. 

As regards the national 
character, attention may 
drawn to the strongly marked 
domestic nature of the _ vast 
majority of the Netherlands 
people. Thus a relatively small 
part of their income is spent on 
outdoor amusements or on 


goods of ephemeral importance, 
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but all the more on their houses, 
together with the furnishing and 
maintenance thereof. 

Among the special customs of 
the people which have a great 
influence on the demand for 
consumer goods it is particularly 
noteworthy that, generally 
speaking, only one hot meal is 
taken per day (early in the 
evening), with in addition two 
bread meals (early in the morn- 
ing and at midday). These 
bread meals, however, are much 
more copious and cover a wider 
range than is usual in the sur- 
rounding West European coun- 
tries. 


Level of education 


Finally, the general level of 
education is high, especially as 
regards the knowledge of ‘.- 
languages. As a_ result, 
people are very accessible to 


ideas from abroad, foreign 
periodicals are easily and eagerly 
read, foreign travel is undertaken 


on a large scale, while foreign 
customs, fashions, food and 
drinks, clothing and forei 

goods in general are — 

A number of important 
characteristic elements of the 
demand for consumer goods on 
the market have been enumer- 
ated above. On similar general 
lines, We can now indicate some 
typical general factors with 
reference to the supply. 

One of the most conspicuous 
elements is that to a very large 
extent the Netherlands Gemant 
for consumer goods is met by 
domestic production. 

To start with, this applies to 
the large and important group 
of foodstuffs for daily use. The 
national production is prac- 
tically or entirely sufficient, and 
in most cases even much more 
than sufficient, to supply the 
demand for: bread, milk, all 
sorts of meat, fish, poultry, eggs, 
butter, margarine, oils and fats, 
cheese, sugar, potatoes, vege- 
tables, fruit and jams. For most 
of these commodities the 
Netherlands production is much 
greater than the home consump- 
tion, so that there are very large 
quantities available for export. 

For several of them (dairy 

oduce, meat products, cay, 
errings, potatoes and fruit) 
country even enjoys a special 
reputation abroad. 


Tobacco, liquor, etc. 


For the group comprising 
tobacco, liquors and table deli- 
cacies, taken as a whole, the 
situation is somewhat different, 
in so far as some of these com- 
modities (wines, coffee, tea) have 
to be imported more or less as 
finished products. For a num- 
ber of final products in this 
sector, however, the situation is 
such that production not only 
amply covers the national re- 
quirements, but has in addition 
a large market abroad. This 


applies in particular to products 
such as r, gin, liqueurs, 
cigars, chocolates and biscuits. 


Textiles and clothing 


A situation, in broad outline 
comparable, applies with refer- 
ence to the very important textile 
and clothing sector. A _ highly 
developed national textile in- 
dustry, covering a very wide 
range of products, processes 
mainly imported raw materials 
(cotton, wool, cellulose) to yarns 
and these again to fabrics, which 
not only go a long way towards 
meeting the national demand, 
but also find their way in large 
se to the world market. 

e cotton, woollen and rayon 
fabrics produced are in turn 
used as raw materials in the 
clothing industry, which again 
largely meets the national 
demand and also exports on a 
large scale. 

A similar situation vails in 
the leather and leather goods 
industry. 


The furnishing sphere 


Finally, the same picture in 
the main is presented in the 
furnishing sphere. Thus in the 
case of floor-coverings, curtains, 
linen goods, furniture, china and 
lassware, kitchen utensils, 
ousehold electrical appliances, 
highly developed national in- 
dustries work both for the home 
market and for export. 

As regards toilet articles, the 
state of affairs is not greatly 
different. 

Does this mean that in all 
these sectors the foreign article 
is given very little chance, or 
that at any rate it has very little 
chance in practice? The oppo- 
site is the case. 

The whole foreign economic 
policy of the Netherlands is 
directed towards the greatest 
possible liberalisation of inter- 
national trade. Where circum- 
stances at all allow, the 
country itself gladly sets the 
example. 


Free, open market 


To a greater extent than prac- 
tically any other country in the 
world, the Netherlands offers 
foreign countries a free and open 
market. There is no _ State 
trading. There are very 
moderate import duties. The 
liberalisation percentage vis-A-vis 
countries which participate in 
European economic co-operation 
is 92 per cent. Deliberate pro- 
tection of the national production 
—in the agrarian or the indus- 
trial sector—plays no important 


e. 
The result, therefore, is that the 


country imports as well as ex- | 


ports foodstuffs and table deli- 
cacies, tobacco and liquors, 
fabrics, clothing and footwear 
toilet articles, steelware a 
electrical appliances for house- 
hold and personal use. 
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HOLLAND'S NATIONAL 
PHOTOGRAVURE 


-Itlustrated 
Weeklies 


—€~ FOR THE FAMILY 
. ce 


at 


E> 


D, DE SPIEGEL 


A Protestant weekly, out- 
Standing in its editorial pro- 
gramme for the entire fa- 
mily. Equally popular with 
men and women for its 
brilliant news in pictures 


and interesting topical 
outlook. 


PANORAMA 


A neutral weekly that 
goes into thousands and 
thousands of homes all 
over the country. Great 
adventure serials, ex- 
clusive short stories, 
fine illustrations and 
news in photographs. 


-_ 


KATHOLIEKE 
ILLUSTRATIE 


The predominant weekly 
for the Catholic families: 
'/; of the population. 
Noted for its vivid news 
pictures, its popular se- 
rials, its practical infor- 
mation and interesting 
stories. 


| Combined net sale - 

almost entirely on subscription basis - of the above 
mentioned 3 weeklies arsounts over 550.000 reaching 
on account of handon circulation about '/; of the 


families. 
DE SPIEGEL 
N.V. Gebr. Zomer & Keuning’s Uitg. Mij., Wageningen 


Holland 


PANORAMA = KATHOLIEKE ILL. 
Spaarnestad Publishers —~ Haarlem Holland 


For further particulars write to: 

Joshua B. Powers Lid., 14 Cockspur Street, 
London, S.W1 Phone: Whitehall 3366 
or E. Cooper, 25 Old Burlington Street, London, W.1 
Phone: Mayfair 1044 
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HOLLAND 


Marcu 18, 1954 


Nearly three million read the 
trade and technical press 


By G. M. van der Mark, of the 
Nederlandse Organisatie van Tijdschrift-Uitgevers 


HOEVER has to sell 

something to the peo 
in the Netherlands (10.5 million 
and increasing at a rate of one 
every two minutes) must con- 
sider the means he will use to 
tell the people about his pro- 
ducts. He has to advertise and 
if he includes the periodicals 
in his advertising or. 
he can be fairly certain that 
his advertising message reaches 
the right people when they are 
in the right mood, The right 
mood for the reading of adver- 
tisements is a receptive mood 
and people are in a receptive 
mood vine they have installed 
themselves in a quiet corner 
with a periodical. 


Value of pictures 


Reading a periodical can be a 
form of entertainment like going 
to the pictures and talking about 
pictures, periodicals give the 
advertiser an opportunity to 
show his articles at their best 
advantage, provided he uses a 
fessogngner whe knows his 

usiness. 

The Dutch people are homely 
people. You can find them in 
winter with aippets round the 
stove, reading, playing cards or 
listening to the radio, But you 


Highlights of 


recovery . 


HE recovery of the Nether- 
lands since the war and the 
disastrous floods has been spec- 
tacular. Among the many 
notable company achievements 

are: 
@The great Philips & Co., 
electrical firm at Eindhoven 
lost 25 per cent of its floor 
during the war. ae 


Philips plants in Holland. 
®@ The K.L.M. airline carries 


cannot advertise by radio in the 
Netherlands and so you have to 
concentrate on their reading 
matter. 

An advertising message needs 
a receptive m and a receptive 
mood is created by the reading 
of mass-magazines. These can 
be divided into four groups: the 
so-called opinion papers, the 
illustrated weeklies, the women's 
papers and the radio reviews. 


Congenial atmosphere 


Mass-magazines offer a scope 
of editorial matter of a diverting 
nature. Their chief function is 
to entertain. They create that 
congenial atmosphere that makes 
all the difference for a copy- 
writer who wants to make sales. 
That is why they are chosen by 
the Dutch national advertisers 
and that is why British adver- 
tisers who want to increase their 
export market should include 
them in their campaigns. 

British products have a good 
reputation on the Dutch market. 
This is especially the case with 
textiles, clothing, bicycles, motor- 
cars, tyres, crockery, books, 
periodicals, tools, machinery, 
camping and sports requisites, 
footwear, chemical products, 
cigarettes, photographic papers, 
films and cameras. Any good 
article will find a ready sale in 
the Netherlands if it is sold at 
a fair price, 


Use the language 


The British and the Dutch 
have much in common. Both 
are seafaring, trade-minded 
people with a stark sense of 
individualism. Addressing custo- 
mers in the Netherlands should 
not be a very different thing 
from  addressin your own 
countrymen, course, you 
have to use the Dutch language 
and, therefore, you need the 
assistance of an efficient adver- 
tising expert. 

Don't make the big mistake 
of assuming that any Dutch 
business associate can help you 
in this respect. Copywriting 
ts a specialised art and only 
specialists can do it in a way 
t brings results. 

Only a small percentage of all 
mass-magazines (40 publications 
and a total circulation of about 


five million) is sold in news 
stands. Nearly the whole circu- 
lation goes to regular subscribers. 
This means, that every issue 
reaches the same people and 
there is an excellent opportunity 
to run a sequence of advertise- 
ments, putting your arguments 
across one at a fime and build- 
ing up to the buying act. 

National recovery after the 
war has been quick. The Dutch 
balance of payments is favour- 
able and the national income 
increased from 15,700 million 
guilders in 1950 to 17,400 million 
guilders in 1952. 

The circulation of women’s 
papers has reached a higher level 
than ever before. Competition 
between publishers is keen and 
the utmost is done to raise the 
editorial and printing standard. 
Some publishers of illustrated 
weeklies have joined forces and 
offer the advertiser combined ad- 
vertising rates and a circulation 
of more than 550,000 copies. 


Circulation facts 


As to the trade and technical 
press, any advertiser who wants 
to influence manufacturers, 
wholesalers, dealers and trades- 
men finds a variety of periodicals 
at his disposal. The trade and 
technical press embraces about 
560 publications with a total 
circulation of nearly three 
million. Circulation _ figures 
differ considerably. run 
from a few 100s up to over 
100,000 and more. 

A small circulation should not 
keep the advertiser from buying 
advertising space. A trade maga- 
zine for the laundry industry, 
for instance, with a circulation 
of 500 copies, can be a perfectly 
sound proposition for any adver- 
tiser in this line of business be- 
cause his advertisement comes 
to the notice of every existing 
plant. An advertisement in a 
mass-magazine with a circulation 
of more than a million could 
not be more effective and would 
be infinitely more costly. 

It is, however no sim task 
to select the right periodicals for 
the job: better ask for the help 
of a licensed Dutch advertising 
agency, The Netherlands Asso- 
ciation of Periodical Proprietors 
(N.O.T.U.), Raamweg 12, The 


Hague, can also guide you in 
this matter. 

Although the majority of the 
more important publishers of 
periodicals are united in the 
N.O.T.U., the British advertiser 
should make sure whether the 
publications he intends to use 
are subject to the advertising 
rules—i.e., whether the publish- 
ing firm is a member of the 
N.O.T.U, Only then can he be 
certain that he can rely on the 
Dutch advertising rules. 

To sum up. ; 

In the Netherlands lies more 
business for you, but the ground 
must be prepared by advertising. 
Including the periodical press in 
your ‘campaign means that you 
will reach the right people in 
the right mood—and it pays to 
advertise in periodicals. 


| A typical, big 
,  factorytown 


NE of the oldest Dutch 

towns, Dordrecht, has be- 
come one of the most impor- 
tant industrial centres in the 
southern provinces of the 
Netherlands. 

There are some world famous 
factories, including Lips’ Brand- 
kasten- en Slotenfabriek N.V., 
Europe's most modern key 
factory; Electro Motorenfabriek; 
Bakovenbouw N.V., makers of 
ovens, and many others. Many 
shipyards of international reputa- 
tion are to found in and 
around the town area. 


Centre of navigation 


Because the town is situated on 
the confluence of four impor- 
tant rivers, it is significant as a 
sea port as well as a busy centre 
of inland navigation. The port 
has a water area of 52 acres and 
accommodation for 25 ocean- 
going ships. There is a 300 ft. 
wide pier with railway con- 
nections, a spacious transit shed 
and an open storage site of 
200,000 sq. ft. for bulk cargo. 

Two large travelling trans- 
porter bri are installed, one 
of which is equipped with an 
automatic weighing plant, by 
means of which can be 


weighed while being discharged 
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Well done 


For Statistical data, 
Readership break-downs 
and further particulars, write to:- George Young, 


Advertiser’s Weekly! 


W.- think you have done a good job! Holland is 
indeed a good market for British advertisers. It takes a keen 
interest in all sorts of goods, provided they are of good quality. 


So you have—we trust—convinced the British advertiser 
that Holland is well worth his attention and offers him many 
possibilities. But what does he do next? 


The chances are he will want to advertise. 

But to whom? And where? And how? 

May we tell him in this advertisement? 

Holland is primarily a “daily paper” country. 99% of 
Dutch families subscribe to a daily paper: and get it each day 


delivered to the home. The daily is regarded as a member of 
the family—and a very popular one at that! 


What about purchasing power? Well, as in other 
countries, the well-to-do can best afford to buy goods, whether 
cheap or expensive. 


Where can one find these people of ample means? In 
the better-paid jobs of course, in the leading positions of 
industry, banking, commerce and in the free professions, the 
doctors, the lawyers, accountants, architects, etc. 


These are the families that can and do spend freely 
and—being what they are, leading personalities in business 
and social life—their way of life is imitated by their neighbours. 
Who does not want to keep up with the Joneses ? 


What paper do these people read? Why, either 
ALGEMEEN HANDELSBLAD 


or 
NIEUWE ROTTERDAMSE COURANT 


(practically no duplication!). And they have been reading it 
ever since they founded their own family. Why? Because 
they followed the example of their fathers and grandfathers! 


29 Oxford Street, London, W.1 
Telephone: GERrard 0737/8 
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ADVERTISER'S WEEKLY~——Holland Survey 


To all 

International Advertisers 
and International 
Advertising Agents: 


% Next to having the right distribution, the 
choice of media to promote the sale of your 
goods and services is of the highest importance 
and requires a continuous study and appraisal 


of all relevant data. 


In the Netherlands, with more than 10,000,000 
people of whom nearly 40% are Roman 
Catholic, the national daily DE TIJD plays 


a special role. 


DE TIJD is the oldest and leading Catholic 
daily in the Netherlands backed with a 
tradition of over a century (first published 
in 1845). DE TIJD is known all around as 
a most reliable medium reaching the better 


classes all over the country, 


As a daily visitor in these circles DE TIJD 
circulates among Industrial and Banking 
Executives, Government Officials and Im- 


porters, Exporters and Distributors. 


Therefore DE TIJD is an excellent and 
essential national daily newspaper to contact 
the right people and therefore is a MUST 


in any press advertising campaign in the 


Netherlands. 


DE TIJD 
Newspaper for the Netherlands 


N. Z VOORBURGWAL 65-73 
AMSTERDAM 
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© DAILY PRESS -cont. 


about readership and distribution 


percentage. 

With the “Statistical Survey of 
the Netherlands Provinces,” 
Cebuco has given a series of 


| statistical data on the basis of 


the economical and geographical 
classification of areas of the 
country. These vademecums 
consist of : — 
Demographic information—— 

(a) Inhabitants and families. 

(b) Daily newspaper  sub- 

scribers. 
(c) Religious persuasions. 
(d) Political parties. 


Welfare-—— 


(a) Dwellings and rents. 

(b) Affiliated public services. 
(c) Motor vehicles. 

(d) Social status. 

(e) Divisions of income. 


Information for professional and 
retail trade -——-— 
(a) Branches (with more than 
3,000 establishments). 
(b) Trade groups. 


Population facts 


The vademecum also supplies 
cartograms in which data is 
given regarding supply centres, 
and the classification of supply 
areas, as well as population 
density, rcentual increase of 
the popu ation, total number of 
inhabitants per square kilometre, 
trade and commerce. 

Cebuco keeps in touch with 
advertisers and advertising agen- 
cies by correspondence and per- 
sonal contact and while the 
information is mainly for the 
larger advertisers there also exist 
special services for the smaller 
firms (¢.g., a matrix service). 

For the benefit of the daily 
press themselves, the Cebuco 
department Advertising Statistical 
Service gives a monthly survey 
of advertising placed and the 
service given is without any 
obligation on the part of the 
inquirer. 

At the same address as 
C.E.B.U.C.O., Bezuidenhoutse- 
weg, 45, Den Haag, there is also 
the Budget Audit Bureau 
(B.B.C.). 


Regional campaigns 


Each month, this bureau con- 
trols about 1,200 regional and 
national advertising campaigns. 
Subscribers to the monthly re- 
ports receive information on:— 

® Media choice — showing 

whe‘her the campaign is 
national or regional; the type 
of advertisements being used 
and in which area of the 
country the advertising has 
been placed. 

@ Insertion frequency. 

® Size of advertisements 

(whether on advertising or 
text page). 

® The monthly amount spent 

per advertising medium. 

® Advertisement cuttings, from 


High standard of | 
craftsmanship 


HE PEOPLE of the Nether- 

lands have a long tradition 
of fine craftsmanship and a good 
insight into the possibilities of 
different materials. The nation’s 
reputation stands high for glass 
and earthenware, for diamonds, 
gold and silverware, for wrought 
iron work, stained glass and 
church bells, for carpets and 
furniture, for the production of 
handsome books and many 
other handicraft products. 


But, as a recent survey pub- 
lished in the American journal 
“Newsweek” pointed out, the 
Netherlands is fast. becoming 
the show window of European 
recovery. The windmills, wooden 
shoes, tree-shaded canals, and 
tulips are still there. But boom- 
ing industry is rapidly changing 
the character of the country 
from a quaint tourist haven to a 
prosperous workshop with a 
world-wide clientele. 


The boom in the country is a 
signal triumph for a decision 
made by the Dutch after the 
war. The aim: to convert from 
a predominantly agricultural and 
mercantile economy to full-scale 
industrialisation. 


which can be seen the sales 
arguments used by the 
advertiser. 

Each monthly report includes 
the above information about one 
individual firm or certain pro- 
duct. The data obtained is col- 
lected from all daily newspapers, 
leading weeklies, women’s maga- 
zines, illustrated, opinion, radio 
and trade journals. From this 
a quarterly survey is published, 
showing the total m.m. lines 
placed by advertisers in the daily 
press and covering a number of 
trades. 

Because of the hi 
and quality of the tch daily 

ress, to; r with the extensive 
information they give and their 
own research work, they are 
bound together into the biggest 

blicity medium in the Nether- 

nds. For every businessman, 
at home or abroad, advertising in 
the Dutch daily press is an indis- 
pensable support for the conquest 
of the market. 
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.... the greatest enemies of man lie in wait to 
destroy him .... Behind this mask matter tries to 
hide its true self .... Unseen by human eyes 
a microcosm writhes and multiplies . . . . Unobserved 
particles in the air, faults in materials daily 
Behind threaten human life... . 
This must be stopped! Philips Research gave us 
the eyes - for our defence. Man can look behind the 
= the 7-4 now - we have been given eyes to pierce 
. Philips Electron Microscope, magnifying up to 
k 200, 000 times, enables the human eye to see 
mas viruses hitherto unknown, This enormous achievement, 
by making possible the analyses of tumours, brings 
a powerful new ally to the fight against cancer . . . 
For industrial purposes this microscope is highly 
For all information functional; among its many applications: causes 
please apply te the” of polluted air, component parts of pigments can 
Pelije aE be analysed at once. In the constant march towards 


a greater health and pr — Philips take a short 
cut towards that goal for the benefit of the 
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CONTRIBUTE TO THE BETTER LIFE OF TO-MORROW 


ELECTRONIC VALVES - INCANDESCENT, FLUORESCENT. MERCURY AND SODIUM LAMPS - RADIO AND TELEVISION RECEIVERS - MEASURING APPARATUS 
ELECTRIC DRY SHAVERS - HOUSEHOLD APPLIANCES - X-RAY APPARATUS. H. F. GENERATORS - WELDING MACHINES . AMPLIFIERS .CINEMA EQUIPMENT 
RADIO AND TELEVISION TRANSMITTERS - TELECOMMUNICATION EQUIPMENT - AUTOMATIC AND LINE TELEPHONY INSTALLATIONS - TAPE RECORDERS 
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Your advertising campaign 


IN THE NETHERLANDS 


is only complete 
if you include in it the weekly 


VRIJ NEDERLAND 


PAID CIRCULATION: MORE THAN 34,000 
ISSUED CIRCULATION: MORE THAN 40,000 


+ 
? 


Administration: 
AMSTERDAM, RAAMGRACHT 4 


7 


Also our Representatives : 


ALBERT MILHADO & COMPANY, LIMITED 
Holland House + 140 Cromwell Road - London, 8.W.7 
Telephone: FREmantle 6592/3 


will be pleased to give you any information 
you may require 


; Bi onc quarter of the 


total 


opulation 
Bone-third of the 
national income 
and wealth 
(higher average income 

mathan the rest of the 


is covered am 


The” Rotteras 


total circulation over 100.000 
—second largest in this prosperous area 
De Rotterdammer 
Nieuwe Haagsche Courant 
Nieuwe Leidsche Courant 
Dordesch Dagblad 


So why not use these media for your selling compaigns 


Central Address: 
Witte de Withstraat 30 
Rotterdam 
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Amsterdam is virtually 


| 
| 
| 


next door 


Te possibilities of rapid 
business journeys between 
Britain and the Netherlands 
are apparent when the K.L.M. 
time-table is studied. For ex- 
ample, it is possible for a 


| businessman to leave London 


Airport at 8 a.m. and be in 
the centre of Amsterdam by 
11 a.m.—this allowing for the 
fact that Dutch time is one 
hour ahead of GMT. 

If he wants to return on the 
same day he could leave the 
centre of Amsterdam at 5.30 p.m. 
and be back at London by 7 
.m. Should he wish to return 
ater, he can leave Amsterdam 
Airport as late as 9.30 p.m. and 
still be in the centre London 
by 11 p.m. And he can do all 
this for as little as £11 return, 
the fares varying slightly with 
the services used. 


Time for work 


Travelling in the o ite 
direction he can leave ster- 
dam at 7.45 a.m. and be in the 
centre of London by 10.15, leav- 
ing ample time for a full day’s 
work and return to Amsterdam 
before midnight. 

This service not only provides 
a direct link between London 
and the Netherlands, but it 
also provides connections for 


The picturesque old-world and 

the streamlined present combine 

in this scene of a K.L.M. air 

liner passing over the fields of 
the Netherlands. 


K.L.M.’s European and _Inter- 
continental services which vir- 
tually cover the whole world. 
London is not the only city 
in the United Kingdom and 
Ireland which has this close link 
with the Netherlands, There are 
several daily services from Man- 
chester to Amsterdam, and from 
Dublin, and on six days out of 
seven, by — an aircraft 
coming in from the Atlantic, a 
nger from Glasgow can 
eave Prestwick at 6.15 a.m. and 
be in the centre of Amsterdam 
by 10 a.m. 


N AERIAL view of a coal mine in Limburg. With 40 per cent of the 

working population now employed in industry, Holland is becoming 
one of the most highly industrialised countries in the world. Her industry 
has a centuries-old basis in shipbuilding, textiles and foodstuffs, but the 
great expansion dates from the last few decades ; the fastest growth is 
in the chemical and the metallurgical industries. Some eight per cent of 
the national income is spent on buildings and equipment for industry. In 
addition, industrial investment by foreign concerns, is taking place on a 
large scale. The rapid increase in the population is forcing industrial- 

isation ahead at an unprecedented rate. 
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Inside information on Holland 


isers 
\\-informed Dutch adverti 
a agencies invariably include 


People need comfort, and travel makes 
them aware of it. KLM make journeys speed 
smoothly by—restful seating, delicious meals, easy 
service and an unmistakable atmosphere that says 
“You're welcome”. On the fast and frequent t-known Ladies! Weekly Magazine 
flights to 103 cities in 66 different countries the ae woaiceles 

same passengers not only return but send their | Bagi 


friends to KLM. Fly KLM. There's comfort in the air, | | 180.000 


7m ie BETTER CLASS DUTCH YOUNG 
A few of eh Ais Diet Aapeee on wae 
Royal Dutch Airlines, London, 
our flights... . 
Glasgow and Dublin. 


WOMEN AND FAMILIES 


eva 1s printed’ in photogravure and 
edited . by 
RAVURE MU. 
LANOSCHE ROTO 
“er eet . HOLLAND 
Galgewatet 22 
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® ADVERTISING AGENCY OPERATION -continued 


mostly dedicated to newspaper 
advertising and women’s photo- 
gravure journals. The radio 
press is also a forceful sales 
medium. Colour advertising in 
any of these media is the excep- 
tion. The normal Dutch agency 
is chiefly equipped to produce 
press advertising and direct mail. 


Specialised bodies 


They will pass on all other 
forms of advertising to special- 
ised organisations, on the basis 
of commissions. The advertising 
plan may therefore embrace 
many fields of commercial 
propaganda. The proposals may 
range from newspapers to 
posters, from films to direct 
mailings, from stunts to gifts, 
from sky writing to hard down- 
to-earth selling. 


Scope of PR 


Public relations work is princi- 
pally limited to attempts at free 
Bublicity. As far as the news- 
papers are concerned, only 
genuine news is accepted for 
possible publication in the edi- 
torial columns: the 50, 100 or 
200 year celebration of an im- 
portant company, a new inven- 
tion or valuable improvement of 
general interest, the mechanisa- 


tion of an entire plant, etc. 

In the way of size, there are 
a few la advertising agencies, 
a limit number of medium 


| 


sized agencies, and a host of | 


smaller ones. About 
cent of the total 
in the hands 
agencies. There 
overall advertising organisation 
in the Netherlands, a conglomer- 
ation of companies under one 
mother company. Each com- 
pany operates in its own field 
(press, outdoor, films, 
tions, etc.) where again it domi- 
nates in size. 


50 per 
turnover is 
of eight 


Dealer aid lack 


During visits to Britain, I 
found the same gap I am some- 
times faced with in the Nether- 
lands: there is no organisation 
specialising in dealer aids and 
sales promotion, so that the 
advertising agency has to go to 
the very limit of its own capaci- 
ties in this respect. This limit 
is a financial one. Out of the 
15 per cent commission it is 
impossible to maintain a worth- 
while staff, constantly on the war 
path to help the advertiser's 
many dealers or to think up 
constant sales drives for his field 
force. 


top | 
is only one | 


exhibi- | 
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® OUTDOOR ADVERTISING FACILITIES —continued 


completed with this invention 
and the ever-changing views of 
various municipal authorities 
caused us a great deal of worry 
at first. It was not an easy 
matter to win them over to our 
plans and prove to them how 
important these modern poster 
locations were, not only for busi- 
ness and industry but also for 
- ee Success came gradu- 
ally. 

Up and down the country they 
started to see the advantage of 
our system. One municipality 
followed the other and four 


| years after we had begun there 


are approximately 700 to 800 
of these new, modern poster 
sites at our disposal in the 
Netherlands, which together with 
the pre-war 1,600 posting loca- 
tions, form an attractive chain, 
which are in an ever-increasing 
demand. 


Well-designed posters 


This fact and the favourable 
criticism which we have received 
from all sides about our loca- 
tions and the _ well-designed 
posters which have been put up, 
are a stimulus for us to brin 
this reorganisation to an en 
only when the system has been 
introduced throughout the 
country. 


Though there is still the possi- 
bility of putting up large-sized 
posters. on some of the ioca- 
tions, the so-called two-sheet 
poster in the size 118 x 83 cm. 
may now be considered the most 
current size in the country. 

Besides putting up posters in 
the major cities, there is still 
the possibility open for poster 
advertising in the smaller towns 
and in the country. Here, wall- 
sites - —-e which are 
rented for that rpose are 
generally used. This means the 
putting up of an additional 1,500 
to ly posters of the 118 x 83 
cm. size. 


Work of experts 


All bill-sticking is done by ex- 
perts in this particular field of 
advertising. After completing the 
work, the client receives an exact 
statement of the locations carry- 
ing his posters. A special motor- 
ised service department is in 
charge of a regular check on all 
posters stuck, Whenever they 
come across damaged re 
these are put in order by the 
service staff who carry along 
with them all the necessary tools 
for this purpose; consequently 
each poster campaign remains 
100 per cent effective. 


best products. 


You want to 


is the reading of the 


sell in Holland ? 


THAT ISN’T EASY. 


Holland is a small country between the 
‘big brothers”. All your competitors throughout the world want to sell to 
the Dutch, but they are very exacting because they know and use only the 


But there is a way to gain them over to your side. The Dutch are a home-loving 
nation and they like their family traditions. One of the best traditions of the ‘‘ middle 
and better classes ”’ 


HAAGSE POST 


The most important Dutch weekly. If you want to gain the Dutchman, who has spending- 
power, you have to announce your products in the ‘‘ Haagse Post ’’, the best-read weekly of 
Holland. Ask for the low rates ! 


HAAGSE POST — P.O. Box 653 — Amsterdam — HOLLAND 
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TRAPINEX 


FOR TRANSFERS 


ADVERTISER'S WEEKLY 


and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


We should welcome your enquiries for 


* CATALOGUES 
* BROADSHEETS and FOLDERS 
* SHOWCARDS 


* THREE DIMENSIONAL 
CUT OUT DISPLAYS 
* POSTERS 
MODERN OFFSET LITHO AND LETTERPRESS 
PLANT + MAXIMUM SHEET SIZE 30° x 40” 
Specimens or personal call on request 
i Wills a Hepworth Ltd 
ME The Angel Press, LOUGHBOROUGH 


The BROOK PROJECTOR 


causes a stir 


A brilliant, steady picture — even 40 minutes of film with either 
in daylight — with high quality 
sound reproduction Ao/d attention. 
The Brook Projector shows up to 


Write or phone for details of hiring or purchasing the Brook Projector to : 


SOUND-SERVICES LIMITED 


269 KINGSTON ROAD - 


A Brook Projector at the Radio Exhibition 


automatic repeating or push- 
button control. It takes up a floor 
space of only | square yard. 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


MERTON PARK LONDON ~ 5.W.19 ° TELEPHONE: LIBBRTY 4291 
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The County of Continuous Prosperity 


has never been busier 
+ 


Sell to thriving Yorkshire 
through — 


THE YORKSHIRE POST 
THE YORKSHIRE EVENING POST 


An area campaign in themselves 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO., LTD., LEEDS !. TEL. 32701 
LONDON OFFICE: 171, FLEET STREET, E.C.4 TELEPHONE: CENTRAL 9693 


DONCASTER OFFICE: SCOT LANE TELEPHONE: 4001 
MANCHESTER OFFICE: 5, CROSS STREET TELEPHONE: BLACKFRIARS 0867 


BRADFORD OFFICE: BROADWAY HOUSE TELEPHONE: 21571 
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‘Advertiser’s Weekly’ Market 
Investigation Team visit— 


YORKSHIRE 


-7eoeoo 


| Increased production is key ; 
to general prosperity papi 
Despite theories that synthetic fibres present a threat to the woollen really earn on 
® WILTON EVAN industries, Yorkshire is undaunted—and with reason 


. Other The Yorkshire Evening News 
important industries of the region are likewise ready for anything. recently ran an _ investigation 


into Yorkshire miners’ wa 
O iB Ss FO R CONTINUATION | was Cotton and wool indices and how they are spent. 
seen in 1953 of the im- 1952 1953 This disclosed average ecarn- 
rovement in industrial pro- len 109113 ings of £2 5s. 4d. per shift or 

EVER YONE duction which started at the —_ 409 «4107 £12 per week at the coal face. 
end of 1952, following the ree Mar. | 104 118 — an a amen — 

i ; certain § s-—mine 

HE bus was packed. As cession which came shortly Mey ws © + much more, but the £1,000 a 


after the start of hostilities in 
ea ped along aaa Korea. Yorkshire, the home June ... - 80 193 year miner i 8 axgi. 


_ The miner spends a good deal 

of our woollen textile industry, uy --. 77 102 on his home, on furniture and 

wr gh — _ —s shared in this happier state of cot wa } B fittings. Mining probably has 

South a a: fact itself affairs. aie , 107 126 more TV receivers in ratio to 

— jetted Pen yw ae oheorved Sram oe Nov. ... oe ett sees, ft eqnqueyees than any 
: official indices prepa e eM * er industry. 

gt b he gpa — Central Statistical Office, Gover- ~ = 1948 - 2 00) To combat the lure of tele- 


“Statistics relating to bus ing cotton and wool textiles. —— = the Rega many 
ora , ie This increased production has still, from the national point of ublic houses in the mining areas 
year es og PM — been divided between the home view, there was a corresponding ave installed TV for customers. ~ 

In 


‘ market and export trade. In __ increase in the proportion whi The miner still likes his night 
general trade is bad, then bus 1957 woollen toxtiles accounted went to North merica. out—a song, @ laugh, a pint or 
traffic rr, fewer —— for 5.5 per cent of our total fact, the dollar export drive has ‘wo of ale, and fish and chips, 
travel to and from work, more export trade and were sixth in shown signs of being too success- 

ple walk short distances, there order of value. Last year they ful, at least in the eyes of United Fortunately, the report of the 
is a reduction in travel to large had risen to 6.3 per cent of our States manufacturers who have Randall Commission, which dis- 
shopping centres and a reduction exports and were fourth in pressed for tariff restrictions to appointed so many for its lack 
in y excursions and coastal importance. 


holiday services. More img — ‘ ° on page 560 
“The Yorkshire Traction Com- 
pany during 1953 carried a Retail Outlets and Service Trades 
record number of passengers— 
over 80 million—compa with Great Britain East and West Ridings West Yorks. 
under 42 million in 1938, an ~ esp ee 
ee of 89 per —_ whilst No. of Pe) 10,000 | No.of Per 10,000 No of Per 10,000 
~ ayy i. # 24 per cent — lets pop. outlets of pop outlets of pop. 
Wr 38. Grocers .. ~ 4. a ft .. | 129,345 264 13, 33-4 5,9 330 
a recent conference of the Other food retailers es * os : 126,701 23-9 12,331 w1 $,432 321 
West Riding Regional Board for Confectioners, tobacconisis, newsagents - 66,312 13-6 $,359 13-1 2,366 140 
Industry in Leeds it was reperted Clothing group a “ a <d A 89,046 18-2 8,834 216 4,014 237 
ware group 30,223 63 2436 549 066 63 
that 25,639 jobs were waiting toaliers, stationore 9,528 19 750 18 306 18 
for workers in various inds ae. Soules a ‘oup e086 33 455 HA $5 33 
There — aa —— - lery, leather, and sports goods 4 13,944 2 1,130 28 441 26 
in the West Riding woollen an Souk ans ‘a ot rts re 1,665 03 KY 0-2 cy 02 
worsted industry. Coal, builders’ materials,corn ©5 ) | 20,137 ai 2,132 5-2 won $4 
what was virtually its = full sevice Traves 
year working against oreign Catering group ee oe os oe 66,562 1346 6,720 164 3,525 08 
competition in export markets. Pumesfemishes’ °" °° ct | gaa $7 "371 He} ‘ite i" 
eae have Gove pace wet. Portrait photographers di le beet es Po 232 os i o4 of 93 
r u on rea q e oe ee ee oe oe a ¥ » 
record evel, with Sheffield whe yh ey garages group + 18403 34 1352 3 32 49 
making a major contribution with 4 a" , 
@ Continued on page 563 


SS ae —* ae oo “ _ om aa 3 I a a Mee aa 
pe ne } - 7 
et - ee 
i ies po 
- 7 
: 3 
. | 
j } . ’ 
; " ‘ " | | 
. . ad a 
1 ‘4 » = * 
| \ Pee 
— - } go 
, ae l 7 
, PH ; 
usy a | , 
Lg. F 
ea j ace 
; * a 
% + ‘a 2 - e, 
ot f , ; a , wn 
; b 2 a 
. i - 8 ge. » «| & my 
% 
ae 
w 
r ee 
‘ erage 
race 
Pye 
oe 
é a bs on 
hy AP ae 
in! eh 
&. ‘7 
ae 
aren) 5" 
Mr a, 
hs 
» 6S 
& 
i 
: 
oa ue 
Pee 
oa ae 
4 : 0 
ae tis i" 
ae 
ct a 
- (a 
- 
fh 
ii we 
a 
Ve - 
Be 
“Sa 
ap 
ne 
Pk Toe z 
4 7 a 
aan 
aye 
Di 
04 
BY % 
by 
ee. 1 Spo . ‘ i a : ee) me 7 oe 4 bad i a ar t Be gee 
i ee = . da in ay ir =: ¥ is - Aare 
i et al fn es, 7 a a. Be é 7s ee 


ADVERTISER'S WEEKLY 


Yorkshire 


© INCREASED 


PRODUCTION 
—continued 


Leeds from the 
air, Park Row is 
on the right. A 
part of the General 
Post Office can be 
seen on the left 
and the Town Hall 
in the centre back- 
ground. 


of proposals for major reforms 
to ease the restrictions already 
placed on exporters to the dollar 
market, may at least have 
averted any increase in these 
burdens. 

__It is true that at the end of 
1953 domestic consumption of 
woollen goods (and of blankets 
in particular) had not fulfilled 
expectations because of the un- 
usually mild weather. This 
year has, however, obligingly 
provided a couple of cold spe 
which have served to halt a cer- 
tain levelling off in production. 


may have been forced to leave 
the industry when times were 
bad, and it takes a while to 
attract them back again. 

Then there is the problem of 
balancing the necessary re- 
plenishment of stocks with that 
of catering for the increased 
consumer nd, These points 
have been of particular applica- 
tion to the worsted industry, 
which has been trying to cater 
for an ex home demand 
as well as for an export demand. 
Worsted production also suffers 
from certain disadvantages that 


There is a 


eneral tendency to 
e established tex- 
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the cloth. Manufacturers are 


the cost of wool and in the wa) 
bill. But there are experts w 
claim that, when man-made and 
natural fibres are used in the 
correct proportions, the appear- 
ance and wearing qualities of 
certain cloths can actually be 
improved. 

order to establish the truth 
of these contentions, and to pro- 
vide eve standards of = 
ing, a research programme 
been launched by the Joint 
Clothing Council. This initiative 
is to be particularly welcomed, 
coinciding as it does with the 
Government moves to enforce 
stricter labelling regulations. 
These new regulations have been 
formulated after long consulta- 
tions with the trade and will help 
to protect both consumers and 
trustworthy manufacturers. 


Success of campaign 


manufacturers can also 
look on 1953 with satis- 


woollen roduction escapes, 
namely, t its inability to 
accelerate “— makes for the 
uotation of longer delivery 
tes and, coupled with this, a 
bottleneck in the uction 
worsted yarn ly due to the 


Acceleration of production 
following a temporary setback 
cannot be brought about without 
certain difficulties arising, par- 
ticularly when the commodities 
concerned are ee specialised. 
For example, skilled workers 


For the best 


poster sites 
in Yorkshire 


campaign which it carried out 

under the auspices of the British 

to which the materials are put. Carpets Promotion Council, a 
Primarily, it is asserted, the body formed jointly the 
synthetics are with wool Federation of British 
in order to reduce the cost of Manufacturers and the Inter- 


ask F 


The Mayor of Wakefield receiving on behalf of the Corporacion’a seat to augment 
those already provided by us on our garden site at the corner of Providence 
Street, Northgate. It was the gift of the Women’s Committee of the Wakefield 
Chamber of Trade. They were inspired to this generous action because the three 
seats provided by us proved so popular that they were continuously overcrowded. 
“ A model of what can be done with co-operation between advertising firms and 
oy veritable oasis in the City 
¥ Suet centre,” 


sm BOROUGH BILLPOSTING COMPANY  ootiis'nstir 


112 HIGH HOLBORN, LONDON, W.C.! 


Write or telephone 
O. B. B-. OSMASTON, 14 BLENHEIM TER- 
RACE, WOODHOUSE LANE, LEEDS 2 


Leeds 24582 


OTHER BRANCHES AT MANCHESTER, 
BIRMINGHAM, BRIGHTON, WATFORD 


Telephone: TEMple Bar 2468 G. L. McLellan, Director 
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yarns which absorb fewer tops anxious to point out, incident- 
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a ee Wee. This is am erroneous impres- 
aa Fe th hiy Lit ee the “Yorkshire Post” was in : 
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Taken in 1895. This Park Lane, Leeds, hoarding, owned by Sheldons 
Ltd., has since undergone drastic changes of style ...as can be 
seen on page 563. 


national Wool Secretariat. The 
climax to their efforts came in 
September-October with the 
holding of a “Carpet Fortnight.” 


The steel industry 


Yorkshire has a special in- 
terest in the Government's plan 
for unscrambling the steel indus- 
try, because it can claim a single 
city (Sheffield) which produces 
over half the total value of 
Britain's steel. Moreover, the 
United Steel Company was the 
first company chosen to herald 
the return to private enterprise. 

A large —- of York- 
shire’s steel goes to feed the 
great engineering works of Shef- 
field and its environs, which 
make “everything frorn giant 
marine machinery, guns and 
crankshafts to dentists’ files and 
the proverbial pin-head.” 

The very variety of this 
activity makes generalisation 
about the engineering industry a 
hazardous occupation. As with 
wool, however, we may refer to 
its importance for our export 
trade, of which it makes up 
about two-fifths. This causes 
any level of events in engineer- 
ing to assume truly national 
significance, and in particular the 
current wage claim on which 
judgment has just been pro- 
nounced by the Court of 
Inquiry. Engineering employers 
have contended that they are 
increasingly faced with foreign 
competition at cheaper prices and 
any rise in wage costs will have 
to be accompanied by increasing 
productivity if our exports are 
not to suffer. 

Side by side with the increase 
in industrial production has been 
the continued upswing in agri- 
cultural production in what is 
the largest and most varied 
farming county. Even more 
encouraging is the fact that the 
increases have occurred in all 
branches — stock-rearing, milk 
production, cereals, pigs, poultry, 
sheep. 

“yg our October last survey we 
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gave some details of the prin- 
cipal occupation groups and their 
average weekly earnings during 
the last pay-week of April, 1953. 
rhe Ministry of Labour has now 
brought some of its statistical 
material more up to date and we 
can examine, in retrospect, the 
wage increases which occurred 
during 1953. 

The largest number of em- 
ployees receiving an increase 
occurred in the distributive 
trades where shop assistants 
aged 21 and over received 
between 4s. 6d. and 6s. extra 
according to their particular 
trade. Adult workers in the 
building and civil engineering 
contracting industries received 
an extra twopence an hour in 
February, payable under sliding 
scale arrangements. 

Manufacturers wishing to 
divert some of this extra cash 
towards purchasing their goods 
will note that in the East and 

West Ridings there are 64,000 

building and contracting 

workers. 


Increases for miners 


Transport workers, of whom 
there are 117,000 in the East and 
West Ridings, got 4s. more per 
week if they were employed by 
British Railways (with the 
promise of an extra 3s. to come). 

Coal miners {114,600 in this 
region) had their national mini- 
mum weekly wages increased by 
6s. for adult underground and 
surface workers, and shift rates 
for adult day-wage workers were 
increased by 1s. Now, a year 
later, a new agreement has been 
reached between the National 
Coal Board and the N.U.M. 
More pay will result. 

y far the sogpest grou 
workers in the East and vent 
Ridings, however, are those ae 
gaged in metal manufacture, 
engineering and allied trades. 
During 1953 there were no 
general increases in the rates of 


read by 


ADVERTISER'S WEEKLY 


Take your line to the 
prosperous Northand 
West Ridings of York- 
shire by way of the R. 
Ackrill Group, closely 
residents, 
farmers, manufactur- 
ers, landowners, con- 
ference delegates and 
holiday-makers. The 
Group affords « 
tisers complete cover- 
age of one of the most 
fertile markets in the 
North of England. 

At a Group minimum 
rate of 12/- per s.c.i., 
exceedingly well 
printed, with a high 
editorial prestige and 
a typographical ser- 
vice covering all 
modera faces, these six weekly 
gial for the 


are 


Manoger : 
W.R.A. Breare,M.A.,B.C.L. 


HERALD BUILDINGS, 
HARROGATE, YORKSHIRE 
Telephone: 400! 


schedules of national advertisers. 


“salen MAXIMUM WEIGHT 
TO YOUR ADVERTISING 


owt 
ACKRILL GROUP 


MEMBER ABC. 


Tel. 4001 


London Office: 171, FLEET ST., 
Tel. Central 9693 


wages paid in these occupations. 
a nued on page 562 


Doncaster Chronicle 


The Popular South Yorkshire Weekly 


COVERS DONCASTER AND DISTRICT 


Long known to shrewd space-buyers 
as a proven builder of sales in South 
Yorkshire for the product designed 

appeal to the family of average 


Head Office: SCOT LANE, DONCASTER 
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ADVERTISER'S WEEKLY 


A LEADING TRADE 
JOURNAL writes to 


one of our clients — 


“| do want to extend to you and 
your Advertising Agents my sincere 
congratulations on your double page 
spread announcement im the current 
issue of my Journal. 

It is certainly a display that has all 
the Yanks walking about’ and I thank 
you for the honour of letting me have 
the advertisement. It gives a fine tone 
to my Journal and if other advertisers 
try to copy your example I shall not 
mind. But { think you have set 4 
standard they will be a long time in 
achieving.” 


FOR GOOD ADVERTISING 
CONSULT - 


COLLINSONS 


ADVERTISING AGENCY LTD. 
Guildford Chambers, 111, The Headrow, Leeds 
Telephone: 30054/5 


THIS... 
will not do 


Our 113 years’ experience as the leading 
Poster Advertising Contractors has made 
us good judges of the chances of success 
of a Poster Advertising Campaign. 

It pays us to refuse business that we feel 
is doomed to failure either by reason of 
poor designing or a badly planned 
campaign. 

We are in business to protect potential 
advertisers from the many pitfalls which 
there are. Our records of success are high. 
Let us plan your poster advertising for you 
from the beginning. 


Have you had a copy of “MAKING A 
POSTER”? Application on business note- 
paper will ensure a copy by return. 


SkKeldons It¢ 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS, 1 


* 


* Yorkshire 


This year has, of course, pro- 
duced militant action on the part 
of the electrical workers in sup- 
port of their wage claim 
although, happily, an agreement 
has now been reached. The en- 

ineers, however, have at least 

the satisfaction of noti 

the report of Court o 
Inquiry which has stated that it 
considers a five per cent increase 
should provide a basis for direct 
negotiations between employers 
and the unions. 


Compromise possible 


The position at present is that 
the unions (whose original claim 
was iy wd a 15 per cent oe 
consider inadequate the pr 
which would increase "beslo 
minimum fates by between 
5s. 11d. and 6s. 11d. weekly, but 
that they seem likely to agree to 
further negotiations. It appears 
—— that a compromise will 

reached which will put about 
7s. 6d. more into the engineers’ 
pockets. ; 

The 1950 Census of Distribu- 
tion enables us to compare the 
structure of the retail trade in 
Yorkshire with that of Great 
Britain as a whole. Unfor- 
tunately, the groupings used by 
the Government for their stan- 

regions do not include the 
whole of the county but only 
the East and West Ridings. 
Details for the North Riding 
have to be built up from an 
analysis of the separate towns. 


Examination of the accom- 
panying table reveals certain 
eatures which distinguish these 
two Ridings and the West York- 
shire conurbation from the rest 
of the country. Our earlier sur- 
vey pointed out that this area 
was especially well favoured in 
the number of hairdressers, par- 
ticularly those who combined 
their business with that of 
tobacco. On the same basis, 
ie. in terms of outlets per 
10,000 persons, both the Ridings 
and the West Yorkshire con- 
urbation are seen to have 
above the national average 
number of grocers, other food 
retailers and caterers. In these 
respects this area is similar to 
Lancashire and Cheshire. 


There is a further affinity in 
respect of the comparatively 
large number of —s outlets 
—appropriate enough, of course, 
to a - which produces so 
many of the goods which go to 
fill these shops. 


Localised media 


We have so far examined 
Yorkshire in general terms, re- 
viewing its economy, industrial 
structure, distribution of labour, 
and the vast spending power 
represented by its great indus- 
trial and farming wealth. Let 
us also take a look at the 
localised media which is there 
to help us in our marketing and 
advertising plans. 
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Comparison between news- 
paper reading in the north-east 
and north and the country as a 
whole indicates the particularly 
strong position occupied in this 
region by. the evening press, 
reaching as it does nearly three- 
quarters of the adult population 
(Hulton Readership Survey, 
1953), a higher proportion than 
in any other part of the country. 
Readership of morning papers as 
a whole is somewhat below the 
national average, but the impor- 
tance of the regional mornings is 
relatively enhanced. 

Rather more than one adult in 
three reads a local weekly, a 
proportion below the national 
average, but in fact readership 
of weeklies in this ion has 
been on the increase com- 

ison with previous years, The 

days compare favourably in 
readership figures for the area 
with the rest of the country, 
and the same observation is true 
of the weekly and monthly 
general 


and 
north; in the case of the women’s 
weeklies this readership is above 
the national average. 


For our area advertising plans 
we have at our disposal in the 
West Yorkshire conurbation the 
facilities provided by two morn- 
ings, five evenings and 24 
weeklies: additionally, there is 
the Sheffield morning and even- 
ing press and a further evening 
published in York. Throughout 
the East and West Ridings, 
therefore, we can utilise the ser- 
vices of not less than three 
mornings, eight evenings and 
over 70 weeklies either to launch 
a localised campaign or in local 
support of a national drive. 


Moreover, poster and trans- 
post advertising provide local 

cilities which, in conjunction 
with the press and the cinema, 
assures the advertiser complete 
area coverage. 


The cinema habit 


The cinema-going habit is par- 
ticularly firmly established in the 
north, with one seat for eve 
9.4 persons (Scotland included) 
by comparison with one for 
every 13.6 persons elsewhere. 
But, to quote from “Cinemas 
and Cinema-Going in Great 
Britain” (Browning & Sorrell), 
“the availability of a varied 
cinema entertainment depends 
not only on the number of 
cinemas in relation to the popu- 
lation, but also on the frequency 
of programme changes.” 


In this last respect, too, the 
East and West Ridings, with a 
proportion of 65.3 per cent of 
cinemas showin two  pro- 
grammes a week against the 
national figure of 61.9 cent, 
and a 20.2 centage of cinemas 
showing ree programmes 4 
week as compared with the figure 
of 15.1 per cent for Great Britain 
as a whole, can {am to another 
thriving local industry and a fine 
advertising medium. 
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Left: A 1945 reconstruction of the Park Lane, Leeds, ae 
(see page 561). Right: the same hoarding lately reconstruct 
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special and alloy steels. Sales 
results for the many engineer- 
ing firms — this steel were 
satisfacto’ , with reasonably 
full order mo plant was work- 
~~ full capacity last year. 

vy and United —— 
Company, for example, 
orders oy £12 millions on its 
books at mag Be eee of this 

r. Over half this total was 

Or export markets. 

Another firm, The Brightside 
Foundry & Engineering Co., 
secured an order worth £500,000 
in Turkey against intensive 
German competition. W. E. 
Burnand & Son, electrical power 
engineers, have orders from 16 
foreign countries. The Craven 
Railway Carriage & Wagon Co., 
Ltd., are now fulfilling orders for 
refrigerated wagons for Africa 
and rolling stock for Australia. 

Cutlery, silver and hollow- 
ware made by Sheffield’s un- 
rivalled craftsmen continued to 
fare well in overseas markets. 
Two-thirds of the cutl ro- 
duction was exported, an 
is no doubt that this success was, 
to a dt extent, based on the 

lity to meet special 

y= i. and to suit individual 

r uirements. Much of Shef- 

’s prosperity depends pre- 
cisely on this ey. 


The paper that covers the 
Textile and Engineering 
area midway between 
the cities of Leeds and 
Bradford. It is the only 


Pointers to 
prosperity 


While labour relations in 
engineering trades have been 
somewhat strained recently, 


* 

Many woollen and cotton 
factories in and around Halifax 
are working additional evening 
shifts, and recently large sweets 
and confectionery manufactur- 
ing concerns have followed suit. 

K ok * 


“Most members look forward 
to 1954 with full order books 
and fully employed factories 
and workshops.” Such is the 
report on the trade pros ar 
for Barnsley during 195 
the 72nd annual report of 
Barnsley and District Chamber 


Selling in i field “ farm 
mechanisation offers splendid 
opportunities. 

* 


* 

Agriculture and the paint 
industry—mainstays of Ripon’s 
ae oy, look hopefully 
t Government's efforts to 
restore a natural economy by 
abolishing controls. 

* * 
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Advertisement Manager: 
T. COLLEY 
4/6 Little Westgate 
Wakefield 
Tel. 3184-5-6 


London Representative : 
E. J. WILLS 

118 Fleet Street 

Tel. Central 2175 


ADVERTISER'S WEEKLY 


WILLIAMS 


* (Advertising) LTD. 


Registered Practitioners 
in Advertising 

ISA Westgate, Bradford 
Telephone 23158 


The Wharfedale and 
Airedale Observer 


The Shipley Times 
and €xpress 


The Ilkley Gazette 


These three papers cover the 
- of — and rural 


Bradind easy 


ey 


Wm. Walker & Son & Sons ( (Otley) Ltd. 


VICTORIA WORKS, OTLEY 
London Office: 69 FLEET STREET, E.C.4 


Tariff rates on request 


Combined Circulation Over 25,000 
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ASSOCIATED ARTCRAFTS LTD. 


36 WORTH 80., YORK WAY, LONDON, H.7 
* NORTH 3927-8 oa 
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£40,000 


worth of orders 


A builder who took a full 
page in an “Ideal Homes” 
supplement issued by the 
Border Counties Advertizer 
reported the sale new 
houses to a total value of 
£40,000—by 6 p.m. on the day 
of publication. 

And yet—on occasion—I still 
hear folk wonder (audibly) if 
“all these special efforts are 
worth it.” They are, abundantly 
—and especially to advertisers. 

Mind sear So must be well 
done. In this case, of course, it 
was. The “home lovers” maga- 
zine feature ran to seven pages. 
It covered all aspects of home- 
making, from the building 
through all stages of furnishing. 
Articles and pictures of i 
homes were generously dis- 
played. 

Reports from readers through- 
out the area show the supple- 
ment was exceptionally well 
received—and advertisers gener- 
ally were enthusiastic over the 
response. 

a6 ok Be 

“ALL MY own work” is.surely 
a claim which few advertise- 
ment managers are able to 


make about the advertisements 
in their own papers. One who 


WILTON EVAN 
can is A. Blagbrough, in con- 
nection with a composite page 
feature in a recent issue of 


| Whitley Bay & District Weekly 
| Guardian, The feature was called 


“Wedding March,” and Mr. 
Blagbrough designed not merely 
the title panel, with a score 
of the Wedding March music at 
one end and a calendar at the 
other, but also the advertisements 


| themselves. He drew their illus- 
| trations himself—very commend- 


ably to my mind, though he 
insists that he is no artist. The 
advertisements were, of course, 
for wedding dresses, engagement 
rings, bouquets for the bride and 
similar marital commodities. 

In the same issue, Mr. Blag- 
brough built up a nice composite 
page link-up with the film “The 


Million Pound Note.” One of 
the advertisements, for the 
local Road Safety committee, 


developed the theme that road 
accidents cost millions of pounds 
as well as thousands of lives. 
a ae * 
THe procress of provincial 
newspapers in Ireland was com- 


mented on by a writer in 
Ireland's Press and Printing: 
“Nowadays our provincial 


newspapers find themselves ex- 
panding to meet the vastly 
mereased demands of our agri- 
cultural population whose indus- 
try and resources are still the 
mainstay of the country. 

“I sometimes pick my way 
among the farmers’ cars as I go 
to Mass on a Sunday and often 
through the week, homeward 
bound from our provincial 
newspaper office, I look across 
the squares to one » Ba 
ments of private cars all belong- 
ing to pape who live within a 


Pinning down the 


‘ 


} results t 


A dealer at Oswestry, report-} 
ing to Remington Rand Ltd.) 
that the sale of at least 15-207 
$“60” shavers was directly} 
, 

> 


attributable to advertisements} 
in the local press added: 
3 “The comnts. ¢ of the local 
3 press advertising have been 
so satisfactory that I am quite? 
{prepared to continue with} 
4 periodic Remington advertise- 
ments, 

“It is often difficult to ‘pin 
4 down,’ as you will well know, 
{tthe direct value of advertis- 
ing, but in this case we had 
positive proof of its value by 
the fact that people actually 
fasked if they could see the 
¢ Remington Shaver which we 
}were advertising in the local} 
: 
4 


paper.” 
Saini atidasediblienaad 


few miles of the town—and I 
reflect that the scene before me 
is typical of hundreds of towns 
and villages in provincia] Ireland. 

“What a change, indeed, from 
30 years ago when one-day-a- 
week shopping was the rule of 
the country people! They can 
now ‘make’ town more often and 
the provincial ——ae adver- 
tisements give them fore-know- 
ledge of what they can buy. . 

“By his vocation the country- 
man is made reflective and he 
reads the local newspaper, and 
trusts it too, because it deals 
with the people he knows and 
those he does business with. 

“It tells him when they break 
the law, when their business ex- 
pands or declines, how their 
credit stands, how much they 
pay for wheat and wool, what 
social functions they al 

ca ok 


tooo 


A speciaL four-pa: 
ment appeared in t Bristol 
Evening Post to tie-w with the 
diamond jubilee celebrations of 
Kingswood Urban District 
Council. 

Kingswood is just outside the 
Bristol border, in south Glou- 
cestershire. Front page editorial 
told the story of the district's 
60 years of progress, and carried 


supple- 
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Reproduction of part of a 
double-page advertisement taken 
in the “Hawick News” by knit- 
wear firm Lyle & Scott Ltd. for 
use as their house organ. The 
paper within a paper contains 
news Stories on orthodox lines, 
supported by an editorial column, 
features, sports news and a strip 
cartoon. 


a message from Bristol’s Lord 
Mayor with the reply from the 
council's chairman. 

Other matter dealt with 
the industrial, community, re- 
ligious and cultural life of 
Kingswood. 

Included in the supplement 
were 172 column inches of ad- 
vertising by local retailers, manu- 
facturers and services, 

* * * 


THE PUBLICATION of local year 
books and reference books of 
various sorts is a function of 
great value performed by many 
papers. One such igs _ the 
Wythenshawe Recorder Year 
Book, published at 1s. by Man- 
chester Weekly Newspapers Ltd. 

The third edition, which is 
now available, is by far the 
biggest, with more information, 
more features, more pictures. 
The subjects range from climate 
and weather to midwives. On 
the principle that year books are 
consulted throughout the year it 
is not surprising that this one 
carries a good content of local 
advertising. 

1 * a 


A NEW BRANCH Office has been 
opened at Wythenshawe, Man- 
chester’s vast satellite town on 
the Cheshire border, by the 
Manchester Evening News. 
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Situated at the corner of Brown- | ? > . 

ley Road and Crossacres Road, Largest Net Sale AAL Kent 
the new office will help to give | 

Wythenshawe people a_ better | 
and more complete service of | 


KENTISH TIMES — 


news, oo —, plus — 
personal attention for small ad- 
vertisements of all kinds. WE DO NOT CLAIM 
Within three minutes of the 
opening of the new office, the to cover the whole of Kent, but in the 
ee ee ee.” thickly populated North and West areas the 
* ** * “Kentish Times Series” of eight papers has 
NEw TwiIsT to a shopping com- 
petition was given by the Rich- an average weekly net sale (A.B.C.) of 
mond and Twickenham Times. 


Opposite a page of local ad- 
vertisements appeared some 50| 
portraits, of either the pro-| , 
prictor, manager, or an assistant 


in one of the firms advertising. THE LARGEST IN THE COUNTY 
and at 23/- per s/c/i is 


Competitors were asked to 
identify as many as they could, 
and vouchers, to be spent at any 
of the shops taking part in the 
scheme, were awarded to the 
most successful. 

* * 

A FIRST-RATE PUBLICITY tie-up sat 
was staged by the Surrey Comet 
in connection with the showing 


of the Jack Hawkins film, 
“Front Page Story.” At the THE COUNTY OF 


Regal, Kingston, and the Savoy, 
Teddington, an exhibition was 


arranged showing how the front 


page of the Comet is produced. 2 N | 
1K ae a 
SERIES 


It’s HEART warming to see a 


local newspaper taking up the ntensi populous 
cudgels on behalf of advertising. _ vely menage of South- 
I was particularly interested in a ereapen iddl 

leading article in the Wembley West Middlesex 
Observer which sets out to give NET SALES 

a warning to local traders on the 


danger of, what so many inno- 
cents are continually falling for, , 
A.B.C. 


the block racket. GOOD ITY 
iy leader states: “The WILL PUBLIC 
point that concerns us is that the HIGH STREET ... In the shop ... in the 
advertiser is not only aggrieved 136 ee street... in the market- 
- may * a ee Phone: HOUndow 0016-7-8 place. . . in the home. 
orms of advertising—a a Londen Yes, LEARUBBER BALLOONS 
thing since no business can ad- ee TE te 2h bearing nemes, sales messages, 
vance without good publicity, Deotites Mantes tents Oban we 0 Gen ee 
and we of the press cannot live and Home Counties Press Group oe ond ale Agents know so 
without it. me Vit wel, Reesitore Tks com... 
The Advertising Association > aay ed Age 


comes in for a good mention as 
well. It refers to the primary 
object of the Association as be- | 
ing Pee promotion of public | 
confidence in advertising and) 
advertised goods.” Its Adver- | Essex County 
tisement Investigation Depart- 

ment, says the Observer, “can tell Standard 
almost at once if a publication 


or publisher is ‘on record’ or is 
under suspicion.” series 


be beautifully printed with any 
design or wording. .. are @x- 
tremely low in cost. Write or 
“phone for full details and novel 
ideas in getting utmost 
publicity from ir use, 


LEA BRIDGE 


“FARMERS? JOURNAL” oo 


Telephone: Gerrard 6256/7 


London Sales Office : 
133-5 Oxford Street, W.! 


(Official Organ of Ulster Farmers’ 
Union) —_ 
ULSTER’s 
leading farming pub- hg * 
pees 3? 
amen Giant 
MEMeER OF THE yr nprdag > came | (Nov. ABC) folder ry gone “ a 


enlargements. Ask for your copy 
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COLIN TURNER 
ORGANISATION 


offers a 
COMPLETE ADVERTISING 
SERVICE 


covering 


MALAYA 
SINGAPORE 
HONG KONG 
BRITISH BORNEO 


Representing 


51 English and vernacular newspapers 
and periodicals 


Cinemas, Amusement Parks 
and Poster Sites 


Copy translation, preparation and block 
making service 


Market Reports. Personal local 
contact with an office in every 
major town 


For particulars apply:— 


Carstairs Turner, 


COLIN TURNER 
(London) Ltd., 
122 Shaftesbury Ave., W.1 


GERrard 7459 


Widespread 


demand for 


new commodities in Malaya 


Despite the uncertainties of several parts of Asia there 
are important consumer markets to which British 
traders should direct as European, Japanese 


NCREASING attention is 

now being paid by British 
exporters to the marketing 
possibilities in South-East Asia 
and the Far East, and especi- 
ally in the colonial territories 
in that part of the world. 

The latter, comprising the 
Federation of Malaya, pore, 
British North Borneo, Brunei, 
Sarawak and Hong Kong, present 

varying pictures of econo 
stability, but all of them offer 
aoa outlets to British ex- 


poThe following figures show the 
value (in £°000) of British exports 
te this region for the 11 months 
ending November 30, 1953: 
-~ of Malaya 


Potential demand 


Malaya depends to a large 
extent on the world prices of her 
staple products—rubber and tin. 
Her purchasing capacity is dic- 
tated by the flactustion of these 
prices, but it cannot be ignored 
that the rubber boom two years 


A neon sign for Ovalitine under 
construction in Singapore. This 
photograph, supplied by Marklin 
Advertising Ltd., gives point to 
the observation that neon light- 
ing is becoming extremely 
popular in Singapore 

Malaya. Rental charges vary 
considerably, depending upon the 
location of the site and also on 

the integrity of the owner. 


commodities 
which before been out of 


More local industries 


The establishment of local 
industries in Singapore as well 
as in Hong Kong has led to a 
tempo fall in the import 


po 

results from industrialisation, 
soon lead to a demand for com- 
modities far in excess of former 
requirements. In the case of 
Hong Kong, the drastic emba 


prevent re-exports to China, has 
severely hit the Colony’s econ- 
omy. However, a liberalisation 
of trade with China would lead 
to an immediate increase not only 
in re-exportable goods, but alee 
to a greater spending power of 
Hong Kong's population. 


— oil ow ¥-- has 


was able to set aside £11,500,000 
for an ambitious five year de- 
velopment plan which includes 
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A sample of the 
Chinese advertising 
pom to be seen 
n Singapore. 
There is no radio 
or TV advertising 
in Singapore or 
Malaya. 


provision for improved communi- 
cations and social services. 
European, Japanese and 
American products are begin- 
ning to establish themselves 
in the area, and British ex- 
porters will have to watch this 
competition. Thus, Western 
Germany sold goods worth 
over £10 million to Hong Kong 
last year, and about £6 million 
worth to Malaya. 


Study the market 


Comparatively few British con- 
cerns have up to now taken the 
trouble to study the market 
thoroughly or to examine more 
closely their existing sales pro- 
motion arrangements in this area. 
Most firms, for example, rely 
entirely on their sales represen- 
tatives to publicise their 
While it is advisable to take the 


wishes and the advice of local 
agents into consideration, it must 
be borne in mind that they are 
usually not experienced advertis- 
ing men. 

It may be said that British 
exports would benefit greatly if 
manufacturers were to consult 
agencies specialising in these 
markets, and if greater interest 
were shown in publicity plan- 
ning at headquarters instead of 
leaving it all to the commercial 
representatives out East. Local 
agents, naturally, tend to spend 
their advertising allocation in 
local journals—prominent as well 
as obscure—which are published 
in their sales area. They will 
never take space in international 
magazines which also circulate 
outside their own i 
territory. 

Thus it most we 
pens that names of some 


national advertisers a in 
doubtful local publications, 
whereas important journals, 
which ca influence among the 


educated classes in the East, do 
not contain such names often 
enough. Much, of course, de- 
pends on the nature of the 
product. 


Lack of knowledge 


Consumer goods will have to 
be advertised in vernacular as 
well as in the local English- 
language newspapers to an in- 
creasing degree in po 

47 3 


with the rising standard o 

There is still considerable 

of knowledge about the Asian 
markets, not only among indus- 
trial firms, but also among: some 
of the advertising agencies, and 
it is safe to say that substantial 
increase in business would result 
if they were to be studied more 
closely. 


Hong Kong advertising 
The general standard and 
eg d of advertising in Hong 
ong has increased considerably 
during the last six or seven years. 
According to a report from 
Marklin Advertising Ltd. (Chal- 
croft Ltd. are the U.K. repre- 
sentatives) there are no taxes 
charged on any outdoor sites 
although certain buildings be- 
longing to the Hong Kong Land 
and Investment Company do not 

allow advertising of any kind. 
Outdoor advertising appears to 
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be very popular even though 
rental charges are high. Because 
there has nm an ample supply 
of electricity in — Kong for 
many years the use of neon signs 
has been taken up by hundreds 
of advertisers. No neon flashing, 
however, is allowed. 

A radio _rediffusion 

rates over a network of about 
55,000 loudspeakers. These are 
distributed fairly equally in Hong 
Kong and Kowloon and provide 
a full day's programme in both 
English and Chinese. This is a 
very effective advertising medium. 


A view of Singapore's Change 
Alley (a spot known to almost 
every visitor). 


The Straits Times 


Malaya’s National Newspaper 


Some facts about 


WHO READS IT? 
Certified nett Sales for December 1953 were 


68,950 copies per day 


The average daily nett Sales for the period July- 
December 1953 were certified as 


64,132 copies per day 


roughly three times the sale of any other English 
newspaper—far greater than the sales of any 


language 
vernacular newspaper. 


85% of Straits Times readers are Asians. 


WHO ADVERTISES IN IT? 
In the quarter October/December 1953 the Straits 


Times 


87,400 single column inches 


of advertising. The merchant, the distributor, the 
manufacturer and the representative-on-the-spot realise 
that advertising in the STRAITS TIMES is in itself 


a National campaign. 


During 
second largest volume carried by an English language 


daily was: 


46,600 single column inches 


For an intensive National campaign, 
there is only the Straits Times 


Rate Card and full information from the London Office 


144/5 Temple Chambers, Temple Avenue, London, E.C.4. Central 2189 


the same period the 
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Legal queries 


answered | 


‘Roughs’ and | Mutchinson’s 
copyright 


TWENTIETH 
2 ; J. WATSON (London) & CO. LTD. 
Q. An artist is asked to submit CENTURY temadiicatt ones as an ' 
Porn nd for vy ga due Display Units in Plastic 
course, he is paid. ose is ‘ 
the maaneet ENCYCLOPAEDIA and Metal 
“ A. » the first tgp = is quite BASSEIN HOUSE - BASSEIN PARK ROAD 
ear that copyright does exist, | LONDON, W.12 * Telephone: 
even if it is only a “rough,” and | _—. = 


a constant source 


of knowledge 


irrespective of whether or not it 
is considered to be a “published” 
work, or an “unpublished.” A 
“rough” is quite clearly an origi- 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 


nal artistic work. SERVICE CALL 
Put in writing 1,000 illus. 30s. ® j 
The free-lance artist, i y Replicards Lid. 
‘lance artist, in m L Phone ! BAYowster -2/ 
opinion, retains the copyright, @ @@@e@eeeeee@ : = ARC 1178-3469 
unless he assigns, in writing, his 
rights; but in every -" 9 ® DESIGN 
tween an artist an e art 
buyer, it should be made quite Established 1884 DISPLAD LTD. ® DISPLAY 
clear, in writing, exactly what the 40,000 rorricurrura CASTLEFIELDS © EXHIBITION 
pain nia, Whe ants | PHOTOGRAPHS | MANCHESTER 15 
all purposes, this should be OF ae ae ALL PURPOSES , macumans cone © SILK-SCREEN 
stated; if for limited purposes, REGINALD A. MALBY & CO. Pioneers of Display ® PHOTOGRAPHY 


then the documents should be 
specific. 
In other cases, where there is 


19 Cheimstord Road, WOODFORD, E.18 
BUCkhurst 0222 


ALL THE ABOVE 


no document in existence which COoOOogK’S SERVICES ARE CARRIED 

trowe a light -n the intention DISPLAY OUT IN OUR OWN WORKS 

of the partion, the ition may peewee 

CREME or |[ROOmBIMDING] | ppQiNtAyns | Som cect. 
Our Legal Correspondent, F solid binding LIMITED 


a barrister who specialises in in cloth or leather 


advertising law, answers a of books and diaries, 

selection of queries received speciality small 

from readers. * bookbinding and 
Readers are invited to send * loose leaf, 


Exhibition Contractors 
Display Producers 
Sign Manufacturers 


T&G at 


TEL: ARC 3794 


“Where, in the case of an 
engraving, Bp or por- 
trait, the plate or other origi- 
nal was ordered by some other 
person and was made for valu- 
able consideration in pursuance 
of that order, then, in the 
absence of any agreement to 
the contrary, the person by 
whom such plate or other 
original was ordered shall be 
the first owner of the copy- 
right.” 

So for engravings, photographs 


and portraits the position is 
clear, If the work is commis- 
sioned, and paid for by the per- 


@ Continued on page 569 


right is with the artist, but the | 
Copyright Act, 1911, contains an 
important proviso, It is in the 
following words :— 


Telephone : PARK 8652-3-4 
and at: 17 Rue Joseph-de- 
Maistre, Paris, 18e 


be Outdoor Publici AND DISPLAY PRODUCERS 
their problems which will metal ring folders utdoor uy : 
treated in strict confidence. also folding. stitching Contractors he — as 
Replies will be forwarded and gold-blocking. Designers SISTERS ROAD - N.19 
by letter, without delay, to . 
correspondents concerned. : Ring TERMINUS Giant Photo Reproductions 
Neither the Editor nor our 7405 in Colour or Black and 
net oe goat White DURAFORM 
any or opin ' PAPIER MACHE DISPLAY 
expressed. || SM Be ww ee 124 LADBROKE GROVE, W.10 35-41 Rheidol Mews, N.1. 


CAN 1926 
WINDOW DISPLAY, EXHIBITION 
& ADVERTISING MODELS. 
Trade Desi ial Work Executed to 
order. Renovation Service. 


CONTROL UNITS 
FOR 
FLASHING LIGHTS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 


[EXHIBITION & GENERAL 
CONSTRUCTION] LTD 
Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE . MACAULAY 
LONDON + 3.WA” 214 + «62415 


Signs 
SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 
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PACKAGING 
CONSULTANT 


All-in design, print, 
and production for 


film, paper bags, 
cartons and point of 
sale mate Per- 


sonal service from 
Managing Director 


F, G. CURTIS & CO. LTD. 


Haydons Works, Ha 


ydons Road, 
Wimbiedon, 8.W.19. LiBerty 4514 


1@42-1953 


For LITHO 
CARTONS 


ow & WATTS iro. 
2-4 EPWORTH $T., LONDON, E.C.2 


' 
mOonerc® yaos (three THe 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 2461 


— 4 
_~ Showeards 3 
Sn A ee OR 


é > 


MAKERS OF QUALITY 
SHOWCARDS, PLAQUES 
& COUNTER DISPLAYS 


PLASTIC DISPLAY UNITS 


36-37 MAIDEN LANE, STRAND, W.C.2 


Nile atime 


ENLARGEMENTS 


Consult 


dition venuuiiitine 
$16 UPPER STREET, LONDON, W.1. 


Tel: CAN. 14/11 


THE NEWBOLD WELLS CO. 
Chancery 3986 
or 8477 


Specialists in all aspects of Photo- 
graphy for Display and Advertising. 


LONDON ART SERVICE 


PHOTOCRAPHIC LTO 


ot Cane tye? 


COMMERCIALLADVERTISING 
PHOTOGRAPHERS 


AC.KWARE service includes 
an extensive library of Colour 
_and Monochrome pictures 


ALSK.WARE (hot paaas) LTD. 
28 Basing»all St.. London, £.C.2 
ME Trepeliion 0836-7 


S. MOORE & CO. 
SIGNWRITERS 
Specialists in typeface lettering. Wood 
letters cut to designers’ requirements. 
35, Goodge Street, London, W.1 
Tel.: LAN 4034 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


Specialists in 
Color Photography sophie te to 
wv Point 
Showcards, Ried oe 


* 


COLOR LIBRARY 
includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for - 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
B.C.4 


CHAncery 3416 


Photographic: 


Dp ANY 

rints| size 

Write or Phone | QUANTITY 
af} 


olowoa 
— LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 


73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


TGP PAGO’ 
LT YD) 


A complete and highly- 

Specialised service covering 
all applications of Photo- 

graphic Processes and 
Techniques to Presentation, 
Display and Exschibitions. 


295 


Camberwell New Road 
S.E.5. 
RODNEY s811]/2 


@ Continued on page 570 
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* LEGAL QUERIES 
ANS WERED-continued 


son who commissioned it, then 
the copyright is with the 

who commissioned it. e de- 
finition of photograph and of 
portrait is easy to understand, 
“Engravings” include “etchings, 
a ye wood-cuts,. prints, 
and other ee , works, not 
None of 
these, it is su “~~ can be con- 
sidered to be in any sense a 
“rough” such as advertising 
artists consider a “rough” to be, 


Well-known case 


It follows therefore that a 
“rough” is not included in the 
above proviso. If this is so— 
and there can be no doubt that 
it is so—should an art buyer 
commission a free-lance to sub- 
mit his art-work in the rough, 
and the free-lance does so, and 
the free-lance is paid for it, the 
artist retains the copyright, 
unless he specifically assigns it. 
This contention is borne out to 
some degree by the well-known 
case of Cooper v. Stephens. A 
quantity of electro blocks were 
sold for the purpose of printing 
a number of drawings. The 

decided that the sale of the 
could not Lp. the effect 
of an asfignment of copyright. 

The art buyer should insist on 
gates a written assignment of 

© copyright. In doing so, he 
is being fair to himself and to 
the artist as well. At least they 
will know what it is they are 
buying and selling! 


Posters and 


consent 


Q. The Control of Adver- 
tisements Regulations permit 
the display of posters without 
the express consent of the 
local planning authority if the 
posters relate specifically to a 
a Parliamentary or 

government _ election. 

What is meant by pending and 

how long before the election 

can posters be displayed? 

A. The regulations say that 
they must relate to a “pending” 
election but they give no defini- 
tion of the word. In one sense 
it is clear that an election is 
pending as soon as one Parlia- 
ment has been dissolved, or a 
vacancy has occurred, but it may 
also be said that an election is 
pending in the last of the five 
years of the life of any Parlia- 
ment, even although the ote, s 
dissolution is not in sight, 
same principle applies to > tae 
government elections. If a can- 
didate has been selected and has 
begun to campaign in the dis- 
trict, it could be argued that the 
posters could be displayed with- 
out express consent. Until 
“pending” is defined in the courts 
or in — BL. regulations, the 
question cannot precr 
answered 
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Ad Man’s Bookshelf 


All about the 
Old Country 


OR the first time “Britain: 


An Official Handbook” 

is being made available on 

meral sale in the United 

ingdom and abroad. The 
price is 10s. 

Since 1946 this annuall - 

lished book, yo 


Pp red by the 
Central Office a ticaoten, 
has established itself as a main 
foundation of the reference and 
library services provided by the 
Briti Information Services 
a 


The basic facts 


The book presents the basic 
facts about Britain and provides 
authoritative factual and statis- 
tical information ranging from 
the climate to how the State 
companies with voluntary effort 
in the sphere of social welfare. 
Among the many _ subjects 
covered are local government, 
industry, external and domestic 

, education, broadcasting 
and the press, the churches, 
defence, law and order, and the 
me played by the government 

n the promotion of science and 
the arts. 


Separate regional data 


While the handbook is about 
the United Kingdom as a whole, 
in many instances separate facts 
and , Me are given for 
England, Wales 
Northern Ireland. 

The main text of 290 pages 
covers events up to October, 
1953, and an appendix, dated 
November, 1953, indicates the 
legislative changes proposed for 
1954, The book is cloth bound 
with a gold embossed cover and 
is fully indexed. This is a 
unique addition to the reference 
books already published for it 
explains not only what the 

inistration is but also how it 
works, 


Keeping on the 
right track 


Road Atlas Of Great Britain, 

by Odhams Press Lid., tis, 
HOSE who have to travel a 
lot by road will find this 
atlas of real value. It will, more- 
over, be invaluable to those who 
are visiting this country for the 
first time, The scale is six miles 
to the inch and there are 96 pages 
of sectional maps printed in four 
colours. There is a _ rapid- 
reference key map to the sections. 


ADVANCE 
PUBLICITY » LTD 


GERRARD 8236 
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= SCREEN PRINTING =— 
i a. a a 


= 3-STAR SERVICE — 
—* QUALITY- SPEED-LOWCOST = 


149. WARDOUR STREET. LONDON. WI 


$2, WOXTON $@., LONDON MI. 
AE, 2354 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


+r 


14 WEMOELL RO 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek 


LONDON. W.I2 


LICENSED DAY -CiL©® PRINTERS 


SHOWCARDS «POSTERS 
. CUT-OUTS - DISPLAYS _ 


SILK 
SCREEN PRINTING 
Lorge or smal quantities 


on any materia/ 


‘ 
RAYSIGN 
DURHAM ROA 


ARCH Ww 


Olley & Rowley 
Limited 


*% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 


pera T™ ts? a DP. 
Award 1952-1953. lst Award. 


woses & AYCKSOURN 
14 CLERKENWELL GREEN, E.C.1 
GE 6474 Et over 40 yon 


SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENERAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 
aascow 


LETTERPRESS 
PRINTING 


* 
Enquiries Invited 


8. J. BEDWELL & SONS 
(Printers) LTD. 


100-102 LEYTONSTONE ROAD, 
STRATFORD, LONDON, E.15 


Telephone: Maryland 5741-2 


Keen prices for all 
classes of Printing 


BUSHEY MEAD PRESS LTD. 
472 Kingston Road, Raynes Park, $.W.20 


Tel: LiBerty 3014 


display 
lettering 


Tel. PARK 9431 


THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 
FOLDERS & LEAFLETS 


The Cable Printing & Publishing 
62 DOUGHTY ST., W.C.!. HOL 777! 
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TWOOR ART AGENCY 170 


representing 
FREE LANCE ARTISTS 


( FPURNIVAL STREET, LONDON, £64 
WOLdern 684! CHAncery 3506 


PHONE CiTy 3946 
CAMPBELLS PRESS STUDIO LTD. 
COMMERCIAL 
PHOTOGRAPHY 
57 ST. PAULS CHURCHYARD, E.C.4 


GOLD BLOCKING 
on PLASTIC, LEATHER, Etc. 


PHOTOGRAPHIC 
Js an expansion of the photo 
dept at Srdivicheal Artists, 
giving @ speedy copy print 
service with quality, and an. 
tmawnative approach to creative, 
still Life and subyect photoaraphy 


MAYFAIR 4316 


(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


* 
ad. mgr. 52 | 
blows up... 4 | 


... and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
Roe: he always before the 
public’s eye, reminding . . . selli 

... Swelling sales. Your “‘Gartex 
order is printed to sell your 


Road, Wimbledon, 


* S.W.19. LIB 6281-5 


Daan anTwoln 
‘BUCK’ 


35, STONARD R® 
N.13. 


PALwess Green 8846 


Send us your enquiries. 


Advtg. Pencils 
and all types of | 


Advertising Gifts 


Let us suggest gifts 


ANGLO FANCY PRODUCTS LTD 


Manufacturers, ed 
' 366, Belsize Road, N We 
Telephone. MAI 0067 (3 Hnes 


Publie Relations 


ADVERTISER'S WEEKLY 


1. HOOVER organisation 
seized the opportunity pre- 
sented by the wisit to this country 
of four distinguished: Mexican 
journalists to show them not only 

w the products are packed and 
sent to their home country but 
also how production me and 


Packed en route for home. 


management-employee __relation- 
 - are conducted over here. 
¢ journalists, who were tour- 
ing Britain as guests of the British 
vernment, were Don Enrique 
trrego, director of U/ltimas 
Noticias, Don Emanuel Espejel 
y Alvarez, assistant director of 
La Prensa, Don Patricio Healy, 
financial editor of Novedades, 
and Don Armando Camacho, 
Excelsior. 


Room for China 
When the first “W 


Lord Provost and Lady Provost 
were present. The room, which 
is at Pettigrew & Stephens 
Store, offers a special service 
in tableware ng. An 
unusual number 

and prices are stocked. 

The staff have been specially 
selected and trained at the 
Wedgwood —P so that they 
can answer technical questions 
about the goods they are selling, 
and a feature is made of the 


How to make friends in 
Latin America 


fact that each of the pieces 
7 ae apes 
is is the first “‘W 

Room” to be designed by Alex 
Heath, who has been nted 
display design consultant to 
Josiah Wedgwood & Sons. 
Public relations officer for 
w me A ph ng 


O STRENGTHEN their links 
with the public Brevitt 
Shoes Ltd. have recently em- 
barked upon a new venture— 
fashion and fitting schools de- 
signed for sales assistants. At 


visiting the firm’s Midlands fac- 
tories, learn all about the skill 
and material that go into the 
making of Brevitt shoes. 

Talks are to be given by lead- 
ing women journalists on the 
latest fashion trends and their 
relation to shoes and the local 
customer. 


Scottish students 
fashion and fitting school. 


at Brevitt's 


When Wedgwood 


for the — of 
their ucts it 
proved a very use- 
ful public relations 
operation, A great 
deal of editorial 
mention was 
obt 
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FIFTY YEARS IN 
FLEET STREET 


NEXT Thursday, Arthur Preston 
completes 50 years with the Belfast 


Telegraph, of 
which he’ be 
came London 
advert. 
isement man- 


work, 
interest 
Baptis' 


retary of the 
Brownhill Road, Catford, church for 
21 years, where for many years he 
was choir secretary and solo singer, 
and also a senior a. 
In the year 1950-51 he was presi- 
dent of the South-East Group of 
the London Baptist Association. 
His second son is now reac 
Divinity at Trinity College Cam- 
bridge, with a view to entering the 
ministry. ; ; 
The eldest son was killed in 
Palestine while serving with the 
R.A.F, War has, i , played 
no small in Mr. Preston's life. 
He served in France and Belgium 
during the first world war, was a 
Civil ence warden in the second, 
and was under his house when it 
by a fly-bomb in 


one time a member of the 
old Fleet Street Club, Mr. Preston 
now belongs to the Publicity Club 
of London and the Aldwych Club, 


and is a council member of the 
Press Advertisement Managers’ 
Association. | understand that he 
is not contemplating retiring from 
Fleet Street yet awhile. 

* * - 


WESTERDAY 4 remarkable career 
received signal honour when Henry 
Cc London director of 
Charles Birchall and Sons, Ltd., 
publishers of The Journal of Com- 
merce and Shipping Telegraph, was 
guest of honour at a luncheon pre- 
sided over vi the Hon. : 
Berry. Mr. Cuthbert’s connection 
with The Journal—called in some 
parts of the country, The Com- 
merce—extends back no less than 
56 years. 

t his work for the newspaper 
has been appreciated by the ship- 
ping industry is shown by the fact 
that while on board the “Arcadia” 
during her recent trials when he 
represented The Journal, Sir 
William C, Currie, chairman of the 
P. and O., invited him to be his 

sonal guest on board the “Iberia” 

ter this year, after his retirement. 
' For many years Mr. Cuthbert was 
a street-corner soapbox speaker on 
behalf of the Conservative Party 
and in the rough-and-tumble of this 
kind of political oratory he learned 
how to keep his temper and how to 
handle difficult situations. 

At the luncheon yesterday nearly 
70 of his colleagues were present 
including, Captain C “| 
director and general manager, an 
Edward director and editor. 


* ADVERTISING MANAGER’S CORNER | 


SNAP! 


There’s nothing like getting some snap into your 
display advertising, so long as your bright idea 
isn’t just a duplicate of somebody else’s. If you 
don’t want Fate to deal two of that kind, it will 
pay you to let Harris play your cards for you. 
The old firm knows ail the tricks and they've 
never been stuck for an ace yet. -So if you 
want to score a Grand Slam with your next 
campaign, get Harris to take a hand. 


distinctive showcards, 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
REG 3295-6 


Tel. : 


clever cut-outs by 


AFTER SPENDING much of his 
life = averting couse, the call 
of t omelan Ss proved too 
strong for Harry G. ame, a 
hale and hearty gentleman with an 
attractive rsonality who breezed 
into my office the other day. Mr. 
Penman left Glasgow when only 
19 to be possibly the first Briton 
to gain his earliest advertising ex- 
perience in Rangoon, where, as 
advertising manager to an import 
and export firm, he made up cata- 
logues in English and Burmese. 

After a brief visit to Victoria, 
British Columbia, and service in 
the Canadian Army in the first 
world war, he ran his own agency 
in Seattle for 20 years (though he 
never became an American citizen), 
and for the last 17 has had his 
own agency in Victoria, B.C. This 
he disposed of recently to two of his 
assistants, intending to spend his 
retirement here, and well able to 
do so. Now, finding that time is 
beginning to hang heavy on his 
hands, he is seeking fresh fields to 
conquer. 

Two things have impressed him 
here: the great cordiality of the 
agpete he has met; and the remark- 
able similarity of agency practice 
here to that in Canada. He has, 
of course, a wide knowledge of 
marketing coriditions over there. 
Incidentally, Mr. Penman has never 
lost his Scottish accent. Indeed, 
he regards it as an asset. 


Started with a 
broom 


Ir 1 WERE asked to name the 
most misused word in the English 
language, I would choose “‘liter- 
ally.” I was 
therefore both 
pleased and 
amused to see 
the following 
correct use of 
it in a note 
about J. Wil- 
liam Lockley, 
who has join- 
ed Rooster 
Publicity as 
an account 
executive : 
* Apprenticed 
to commer- 
cial art with 
famous Syd- 
ney printing 
house. This involved studying art 
from the floor upwards—literally ; 
he had to sweep it!” 
Mr. Lockley’s interests range over 
science, art and politics. He has 
been advertising and blicity 
manager to Electro-Hydraulics and 
its associated company, Conveyancer 
Fork Trucks, has developed tech- 
nical publications for the R.A.F., 
and has handled advertising and 
ublicity for General Aircraft, Ltd. 
ie has also been a student and 
member of the Royal Art Societ 
of New South Wales, speaks French 
fluently, lists painting and writing 
as his hobbies, and is vice-president 
of the Warrington Arts Group and 
Governor of the Warrington School 
of Art. And he has been vice-chair- 
man of his local Conservative Party. 
If Bernard Shaw is right in saying 
that “the specialist is, in the strict 
sense of the word, an idiot,” Mr. 
Lockley has nothing to fear on 
that score. 
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ERIC BROWN’S NEW 
JOB WITH STREET’S 


NEW CREATIVE director of G. 
Street and Co., Ltd., Eric Brown 
is an ardent believer in education 
in advertising. 
When he 
entered the 
finals of the 
1.1.P.A. exam- 
ination back 
in 1936 he 
won the Presi- 
dent's Medal. 
Now 
serves 
member 
the Institute's 
educa- 
tion commit- 
tee in Lon- 
don and is a 
lecturer at 
: mr the _residen- 
tial training courses run by them. 
For the past few years he has 
been Midlands manager of Street's 
centred in Leicester, And he has 
built up many ties with that city. 
He is a past chairman of the Pu 
licity Club of Leicester, a committee 
member, and the club’s education 
officer, also acting for some time 
as the Club’s national delegate. 
Mr. Brown is a keen supporter 
of the Outward Bound Trust move- 
ment and was closely associated 
with the launching of the Leicester 
and Leicestershire Outward Bound 
Schools’ association and is a 
member of the committee. The 
Stage is another of his interests; he 
is one of the oldest members of 
the Leicester Drama Society. 
Although he will be working in 
London, Mr. Brown will still live 
in Leicester. He also empha- 
sises that his new appointment will 
not affect the continuity of Street's 
business in the Midlands. 


* * * 


THE POET Clough’s line “But 
westward, look, the land is bright!” 
appears to have rung a bell in many 
a London agent’s heart, because 
they continue to open offices in the 
West End. Only the other day | 
went to a pleasant little house- 
warming party at the new Conduit 
Street premises of E. Allan-Cooper 
& Co., Ltd., as a guest of the 
managing director, Gordon Parsons. 
Growing business has necessitated 
this move from Aldersgate Street. 

The agency also has offices in 
Preston and Newcastle-upon-Tyne. 

- * * 

Tailpiece: ‘Like sales managers, 
M.P.s try to sell themselves—to 
their electors. The difference is 
that their customers can't close 
their account for at least five 
years.”—Stephen McAdden, M.P., 
to London branch, Incorporated 
Sales Managers’ Association, 


Contact 


~ 


“Tell the copy chief that 
our car polish clients 
have strong American 
backing so ‘Raising a 
shine’ is out.” 
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important Northern Group 
essential in reaching 
their Sales objective 


Sunderland Echo 
Northern Daily Mail 


W. HARTLEPOOL 


Billingham Express 
Stockton Express 


because 


they give effective and economical 
coverage of the important industrial 
areas of COUNTY DURHAM 


LONDON OFFICE: 85 Fleet St., E.C.4. Telephone CENtral 2845 


BUSY 


Ja ©) S/: 
)\ IN THE (ye 
WEST 


Ves, there’s honey for the 
advertiser in the busy and prosperous West country. Not 
only is agriculture Uhriving, but a host of light industries, and 
quite a few heavier ones, help to balance the economy in 

this compact region of the country. Though West country 
folk are in the van of industrial progress, they retain much of 
their traditional social insularity. That's why they are such 
great readers of their local papers. Particularly ac the week- 
ends, when they like to settle down in comfort and devour 
the paper from end to end. This is your opportunity to 
gather the honey. For in the Wiltshire News, Somerset 
Guardian, and the Bath Weekly Chronicle and Herald you 
have three distinct weeklies, The group rate is 12/6 per 
S.C.1., and the West can’t be covered without them. 


WILTSHIRE NEWS 
SOMERSET GUARDIAN 
BATH WEEKLY CHRONICLE AND HERALD 
Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4 
Glovers 


. Central 2761. 


National Advertisers find this | 


ADVERTISER'S WEEKLY 


2 HOW TO MAKE 


1000 CALLS | 


_ A WEEK — 


 eeelN CANADA — 


Canada’s railways traverse over 57,000 miles— 
from St. John’s, Newfoundland to Victoria, B.C. is 
a distance of 4,365 miles. To cover this tremen- 
dous, scattered area requires a big sales force, 
unless you use selective advertising to reach your 
prospects. 

Firms selling successfully in Canada use trade 
journals to make thousands of “calls” regularly 


week by week, month by monfh, between their 
salesmen’s visits. 


The B.N.A. comprises over a hundred strong, 
effective trade papers and other selective peri- 
odicals. Single publications or small groups can be 
chosen which circulate (on a strictly audited basis) 
to exactly the potential customers you wish to reach, 


Airmail your request for information about any 
class or type of industry, comamerce or retail trade 
and we will gladly and immediately send you 


market data and sample copies of publications 
covering your markets.* 


*You may see copies of Canadian business papers 
at the offices of the Canadian Government Trade Commissioner 
in London, Liverpool, Glasgow, Bel/cst 


NEWSPAPERS ASSOCIATION 


OF CANADA 


WELLINGTON ST. W., CANADA 
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50 papers tie-up 
with ‘Sewing Week’ 


A. ‘Sewing Kye AB more 
n provincial newspapers 
helped launch the Sth annual 
National Sewing Contest. This 
contest, open to all amateur 
home dressmakers throughout 
Britain, is divided into five 
classes 


The entries are judged by each 
sponsoring newspaper, and the 
garments winning prizes in 
eighteen area classes are sent to 
the National Needle Arts Bureau 
in London, where the national 
winners will be selected. 


* +* * 

The Mik Producer, 

of the Milk h 
rd and successor to its Home 
Farmer, is now in its third monthly 
issue desi and produced for 
by Cheiron Press Lid. 


Electrical 
Monday's 
occupied by advertisements from 
electrical eee): manufacturers. 
oa * 
March y SE of ~*~. and Boat 
Builder (official of the Ship 
and Boat Builders’ National Federa- 


. 
38 
Be 


5 
. 


equipment have 
ues in * the Pakistan | Textil Textile 
published in ao ~~ 

* 


a5 


"EE 


F, & C. can print it for you 
quickly and well, by letterpress 
and offset lithography... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 
broadsheets, showcards, catalogues, periodicals 
also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Telephone ROVAL 1751 (10 lines) Telegrams ‘Printrade’ London 


Saying it 
with flowers 


rag were contained in air- 
t plastic bags attached to 
an air-mail letter. 


Wiggins, Teape & Co., Lid., 


you'll enjoy gettin’ these yer 
Primroses as much as us 
enjoys zending ’em.” 


Advice to hardware traders on 
ir publicity and advertising is 
gen in articles in the annual 
ng number of The Ironmonger. 
edition runs to 88 editorial 
pages, with an additional 322 pages 
of advertisements in supplement 


form. 
* 1K * 

Electric V. which until 
December 1952 was published as 
a sixpenny monthly by Electrical 
Press, has now reappeared as a 

ninepenny quarterly published by 

Brittain. First print order of 
$206 was all sold out. Page rate 


is £24 per insertion on a basis of 
—_ Nearly half of the 


, Plus covers, were occu- 
pied "by advertisement 


Ea 

April aoei ail ite and Gar- 
dens is carrying a record number 
of 188 pages, plus a 16-page 
colour-gravure supplement on home 
decorating; a sale in excess of 
140,000 copies; and a record ad- 
vertisement content of 100 pages, 
27 being in full colour. 


STAR AT THEIR STANDS 
Eight advertisers tied-up with a 
visit by Terry-Thomas to the Daily 
Mail o ry Exhibition in the 
Daily Sketc st week. They t 
large display a featuring the 
Star at their stands. The adver- 
tisers were Keiller marmalades, 
Modines mothballs, Philips Elec- 
trical Ltd., the Jackson Electric 
Stove Co., Lid., Hypak rainwear, 

rco washing machines, Cresta 
refrigerators, and Quickfri pans. 

* a ak 


Amateur Cine World begins its 
20th year of publication with a 
new enlarged format (page size in- 
creased to 6 in. x 8} in.) and im- 
proved quality paper. The price 
will be raised from is. to Is. 3d. 
ae of pages (100) and adver- 
tiseinent rates remain as before. 
First of the new-style issues will be 
the May maeneS . 


Al e mastrntod Survey of 
British Textiles, strongly supported 
by advertising, is published as part 
of The Times Weekly Review to- 


day (Thursday). 
ok of 


The Post on Friday 
published a pase. supplement to 
commemorate the visit by Princess 
Margaret to Solihull to present the 
Royal Charter of Incorporation. It 
included a full report of the cere- 
monies, pictures main events 
and articles contributed by local 
personalities. 

oo * a 

Spring issue of The Times 
culture Review will be published p 
on March 25. 


a 


national Poster Competition 
at the Walker Art Galle 
pool, epg. (Wednesday). 
will close on Mar 


Spring fever 


On the front page of the West 
German a "anaes 
Zeitung last 


ra ure a forms 
by - he in 
edition been mixed with 
a lilac perme. 
* + 
A Wnt holiday chart is 
being circulated to their. clients by 
Fosh and Cross Ltd., printers and 
block: — of Aldgate, London. 
ok + 
In cenit with 
nical laboratory of Mander 
Brothers, Tresises Drip Mat Co. 
have produced a new ink to be 
used on their drip mats to increase 
the absorption qualities of their 
see 


prod 
nakon, Remit being opened i 
neem, Wallis a Co., Ltd., makers of 
Leisure equipment, are 
oaeee AY be the only showrooms 
py and built especially for the 
— of kitchen fitments in Great 


* Kk # 
End-dulling of mercury sign t 
—a sign makers’ “hea dache” 
cold weather—is eliminated by the 
use of a new electrode just deve- 
loped by Claude-General Neon 
Lights Ltd., it is claimed. 


“Protect goods’ 
More | , use g. oe “Made Mm 
mar! piece-g 
by British manufacturers to guard 
against the infiltration of “Em 
marked textile goods veo oe "Hone 
Kong market is urged by 
Chamber of Camaoee. 
aK aa é 
In the Croydon Alliance 36 holes 
mixed foursomes bogey at Croham 
Hurst last week, runners- 
up in the amateur partnerships were 
Mrs. Verrinder and A. L. Vander- 
velde. Mrs. Verrinder is the wife 
of J. L. Verrinder, advertisement 
manager of Punch. 
a * A 
Batger’s are introd 
vox for their Three 
will sell at sixpence. 


a 2 oz. 
Mints. 
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4 ublications News and Notes | ) @ Car 
| ee Peay adlis cong” 
ee Boat Show at ia, December The 
30, 1954January 8, 1955, states | ! mended to its morning snd 
that so far more than 100 com- | | newspaper members team | 
panies have asked for stand space. | To mark St. Patrick’s Day | be no publication of provincial 
* * * j ie Radio Review i ae and ‘os > pe~ ee in 
vy On Monday the Western Morn ; L4d., of Dublin, sent sprigs of | and W on Good 
ing News carried a five-page survey | Shamrock to clients and i Friday, —- 16. 
; | ' WEB 
| Colin Advertising, of London, 
a re 
paring to Advertise, which des- 
| ES > 
. | of Devon, sent out bunches successful advertising. 
; of Devon Valley primroses, | * * * 
ef i with the message, “Us ‘opes | A new stores to be built in Bristol 
en | i for Lewis’s Ltd. is expected to cost 
i ' £1,500,000. The ep hy to 
| j have five floors, with 13 lifts and 
se ee ee ee ae ee et eee eet 2.0 eScalators, and will contain more 
than 200 departments. 
, * * * 
: ; An exhibition sponsored the 
: British and London Poster y Fa 
: tising Associations and David Allen 
* * %* & Sons Ltd., of prizewinning and 
% ; As a result of a “one copy on other entries in the recent Inter- 
se It has a guaranteed distribution sale or return” scheme the circu- ned 
beet 155,000 copies, which go free to ‘ation of 208 & View has risen from ver- 
Ng every milk producer in England the py figure of 165,000 to It 
and Wales. 221,000 in March. Soieeeed priat 
* os order for April is over 250,000. 
s More than half of a 20-page * * * Ps 
John Worrall Ltd. have been 
oppo aeseteunene end sub- 
on managers in 
for a new South Seteee tanto 
publication El] Mundo Textil. 
; a * * 
Pa). With effect from the issue dated 
March 12, the Bromley & West 
ae tion) announcing that the Daily Kent Mercury changed its name to 
4 Express will sponsor a National the West Kent Mercury. 
ee ) 
; ee 
‘s ; i : : a E 7 s Be 3: : os A : = ; Fike aoe. * bide 2 - ee 4 ag _ = q at 
: ae. a) aoe Teo ee ~ 7 lle ah \ ia Bee, Oe, 


AN ESSENTIAL ANNUAL 
EXPENDITURE BY THE LARGEST 
PURCHASING GROUP IN 
GREAT BRITAIN 


£1,500,000,000 


IS SPENT BY THE 
TECHNICAL READERS OF 


The Municipal Journal 


0 OY Ses SS Gece ieee eo ’ : :  » ieee , os ; .s : ; 
7 ——<— eager ? 
M oo —— a . *: ae 
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OVALTINE’S 
30 YEARS ON THE SCREEN 


er er fi 
io AR Aa 


For over thirty years, Ovaltine campaigns have consistently 
included Screen Advertising. Pioneering this medium, back 
in 1924, a silent film gave the Ovaltine story of * sound 
energy-restoring sleep to counter the strain of modern life.’ 
Progressing with the cinema, Ovaltine were quick to use 
the ‘talkie’. Their first talking picture was made (in 1933) 
by G-B Screen Services Ltd.—predecessor of the Rank group 
of screen advertising companies. Since then, Ovaltine pro- 
ductions appeared regularly from the studios of G-B Screen 
Services and, later, from its successor, Theatre Publicity. 


REMEMBER THE DIVER? Long-service advertising men 
may remember the 1924 silent film ‘Treasure Trove ', made 
by Publicity Films Ltd. Story is about a nerve-wracked diver 
who is restored to health after finding a chest of Ovaltine 
on the sea-bed 


1954 


Ovaltine’s faithful use of the screen, through 
years of progress and change, is a fine testimonial! 
from a prominent national advertiser. Theatre 
Publicity’s background of experience with a 
wide variety of such advertisers gives it a collec- 
tive know-how that cannot be matched — a 
know-how going back to 1933 on national 
films, and to 1912 in the use of the medium. 


TODAY IT’S PARACHUTING ! Current Ovaltine film, produced by Theatre 
Publicity, presents an excerpt from the life of Phyllis Weir—a journalist 
whose hobby is parachuting. Ovaltine gives her the energy to work hard 
and play hard. 


THEATRE PUBLICITY LTD 


Leading Screen Advertising @ 4 compony within the |. Arthur Rank Organisetion 


WEAD OFFICE; 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) ge SALES & PRODUCTION: FILM HOUSE, WARDOUR STREET, LONDON, W! (GER. 9292) 
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Humorous | for Teepol scheme 


New advertising for Teepol, 
Shell industrial detergent, Bg 
humorous slant, featuring draw- 
ings by Geoffrey Salter, who was 
commissioned for the series by the 
agents, W. S. Crawford Léd. 

A complete set of the advertise- 
ments has been reproduced in 
booklet form for distribution to 
Teepol representatives. 

Ina pond letter R. C. Ti 
sales mana of the Sei 
detergents Spastinenth explains: 

“Despite its little bit of fun, this 
campaign has a powerful and posi- 
tive appeal. I believe that, 
attracting with a smile, it will also 
provoke a great many enquiries for 
our roduct. 

i campaign in the trade and 
technical press is again one of the 
biggest ever undertaken, although 
the number of publications we are 
using has been trimmed in the light 
of results obtained last year. Whole 
page advertisements will appear 
regularly in the weekly, fortnightly 
and monthly publications. T 
campaign will backed up by 
advertising in selected national 
Newspapers, and our coverage to 
potential outlets will therefore be 
Fe much more complete than im 

National advertising will start on 
April 1. 


London ads for 


new toilet a 


A new Kleenex produc ew 
toilet roll, is being intr 
this wun, ellucotton Pro- 
ducts Ltd Isey has been a heavy 
seller in 7 United States for 
several 
initially ti the advertising is con- 
| to large spaces a London 
evening newspapers. agents 
are Foote, Cone and Belding Ltd. 


Philip Harben sells 


aluminium saucepans 


TV cookery expert Philip Harben 
will be featured in a new promotion 
drive for Pyramid aluminium sauce- 

s. Pyramid makers, Hague & 

cKenzie Ltd., are using Harben 
in provincial and women’s paper 
editorial material to promote their 
own products and in a -general 
campaign advocating greater kit- 
chen-pride | housewives and 
stressing the fact that the use of 
cheap utensils is bad economy. 

New brochures and leaflets, 
together with national advertising, 
will be used subsequently. 

The campaign is being handled 
by the Clark Matthew Business Pro- 
motion 


Organisation (editorial) and 
+ Webber and Stiles Ltd. 
(advertising). 


* 

Cognac campaign 

Remy Martin Cie. (France) are 
launching their first British adver- 
tising campaign for Remy Martin 
V.S.0.P. Cognac. ; 

The campaign, breaking this 
week, is being handled by Fests, 
Cone and Belding 
schedule includes er) Poh. 
Life, Illustrated London News, The 
Sphere, The Tatler, Punch and 
Men Only, and the: trade press. 


@ “AT A GLANCE” on page 578. 


Half-pages for new 
white collars 


Although their advertising in the 
past has been confined mainly to the 
trade press, James Cook & Co. 
(Chard), Ltd., shirt makers, took 
half-pages last week in the Evening 
Standard and Birmingham Post to 
announce a new type of white 
collar—the Cerdic Trubenised. 

_ The advertisements listed stockists 
in the areas covered by the two 


papers. 

T. Booth Waddicor and Partners 
Ltd. recently took over the account. 
It is anticipated that the scheme will 
be extended at a later date. 


Putting their shoes 


in one space 


In the past advertising for Dor- 
chester shoes has been spread over 
long periods using small spaces in 
selected national newspapers. This 
year, in the way of an experiment, 
the major part of the appropriation 
will go on one half-page in the 
Sunday Express which will appear 
on May 23. 

In addition to the normal object 
of selling to the public the adver- 
tisement has been designed to act 
as a “lever” to open new accounts 
with retailers. A heavy direct mail 
campaign to the trade is 
run for the eight months prior to 
its appearance. At the end of 
April a “mock” telegram will be 
sent to retailers throughout the 
country announcing that there is 
“only three weeks to go.” Dealers 
are being encouraged to tie up with 
the advertisement and stereos for 
local press advertising and display 
material are being supplied. 

For the remainder of the year 
there will be “just a ripple” of 
small spaces in the nationals. Glover 
Ad Ltd. (Bristol) are the 
agents. 


Pemberton’s first 


v 


ry VF ps 

ey) Li Naren 
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One of the Teepol advertisements. 


‘Radiac Times’ will 
again sell shirts 


McIntyre, Hogg, Marsh and Co., 
Ltd., are again issuing the Radiac 
Times to stockists in preparation for 
a spring campaign for diac 


in The Outfitter, Men's Wear and 
Style for Men during the next few 
weeks. The consumer campaign will 
run from April 23 to June 28 in 
the Regio imes ond rovincial 
press. agents are Garland 
Advertising Ltd. 


Let’s go to the 
pictures—by bus 


New advertising for the Carlton 
Theatre in London evening news- 
poe includes directions on how 

to get there by bus or tube. The 
advertisements carry an illustration 
of a bus stop ry board list- 
ing the numbers of the buses which 


irts. 
Double-pa, whe spreads will be taken 
ul 


Ware, publicity 
Twentieth Century-Fox films, and 
was developed their agents, 
Allardyce Palmer The adver- 
tisements were oved by the 
London Transport Executive. 


Johnson's are launching a new 
Deep Gloss Carnu polish — 
national dailies and Bay — 


A pg YB 


This is the first advertisement for The Sapphire to be produced by Alfred 
Pemberton Lid. who recently took over the Armstrong digiey car 
account. lt is appearing in half- fm lhe in “The Times” and “Financial 


Times." The campaign will be 


in colour pages in magazines. 


ASTRAL 
ARTS ¥& 


GROUP 
REQUIRE 


Experienced Print and Pro- 
duction Executive required. 
An all round knowledge 
essential, of blocks, print and 
point of sale material. 


PHOTOGRAPHIC 

REPRESENTATIVE 
An excellent opportunity for 
developing photographic sales 
for photostats, copy negs and 
prints and giant enlarge- 
ments. Backed by day and 
night service. Salary and 
Cemmission. 

ae 


JUNIOR TYPIST 

Interesting opportunity for 
junior typist in the Photo- 
graphic Division. Pleasant 
telephone manner important. 
Neatness in work essential. 


TYPOGRAPHER 
Staff or free lance position for 
typographer for catalogues, 
brochures and leaflets. Must 
have clean modern style and 
practical experience of 
accurate marking-up 

. 
FIGURE ARTIST 
Staff or free lance position for 
first-class figure artist, with 
modern realistic magazine 
technique. 
Please write to: 


“The Directors” 


The 

Astral Arts Group Ltd., 
171 New Bond Street, 
London, W.1 
Tel.: GRO 8711/20 


DESIGN & PRODUCTION FOR 
Planned Sales Promotion 


* 
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CURRENT ADVERTISING AT A GLANCE 


half-pages in 


white collars a = peace 
irming- 


Evening 5 eee 
ham Pos 


SAVILL 


introduced by E. Griffiths Hughes 
Ltd., for Paul Baratte and Asso- 
ciates. Using national press. 


ICHAEL BLACK, wholesale 
radio, electrical and cycle contest, 


|g, A wR iy _ and i Belding we ns td.). and 
Ce id ee ee POOT DELIGHT SHOES, made 
fe Cree Cs Lid Natal, by FY. Palleyman and Co, STILL LIFE ARTIST 
and trade press (Wills Hep- 


and Atholl Hotel, for 
Sommerville and Milne b 
(Glasgow). 


LAMBRETTA CONCESSION- 
AIRES LTD., who hold conces- 


sionaire rights Great Britain 


by 

Smee's Advertising Ltd. 

pa using national newspa 
pao gl 8 ra pers 


press. 


not, a 


Kleenex uct, using 


WILKINSON SWORD. y= = 
SHEARS 


Accounts CARNO, can es 
CARNU, car polish, “a RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. Oe? Gaping panel tach. 
national dail weeklies end | Sa WANtiD i. ow Sa, 35s. per display panel inch. All other 
JAMES COOK AND CO. motoring press (Foote, Cone and "ts. ber line, 4&0. per’ display’ panel Inch Minimam, 3 lines. Box No. 
CHARD) LTD. for T. Booth Belding Ltd.). | an one plus 9d. covering postage, etc. Series rates on application: all 
addicor and Partners Lid. | Gdvertisements' onder seven insertions MUST. GE’ PREPAID. Address “Advertiser's 
Campaign for Cerdic Trubenised NORTH BRITISH CASUAL | Wealty,” 150 Diet Guest, Lenten, BCA CiAnemy 6506 Giz. 28. 


FOOTWEAR using colour and 


black and white spaces in general | 


interest and women’s magazines, 
provincial newspapers and trade 
press (the Robert Freeman Co.). 


campaign for L jae, Agency if the applicant ls a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
new liner, for Hyde and ~ MID ALUMINIUMSAUCE- |" © © & @& Se ceshynmt, 6 ee ne 
Campai using — PANS using national press and 
and pr magazines editorial Styles “Lud (Payee Web- 
travel press. + re St Clark 
TRU-GEL_MEN’s HaIRDRES. TUDIO IRWIN 
SING PREPARATION, _ being eanisation > 


Ey Site Salton Oe See ond 


. voucher 
Co., 


Ofer (Service Adv y 
Ltd.). 


napes MARTIN Comms using 


worth Ltd. (Leicester)). 


8, trade ss and } oe 
(George Cuming 11d). 


FORMICA using double 


spreads in colour in women's 
magazines, full colour pages in 
general interest magazines, half- 


evenings 
and trade press. phy Be bn Telephone No. CITY 2171-3 
and Gi Hes Ltd.). 
K. & L, STEELFOUNDERS AND - 

NG GENERAL ARTIST with some creative ADVERTISING AGENCY @trminghem) 
ENGINEERS we associate LUFT-TANGEE LTD., using mass- ability required as an assistant in requires experienced copywriter 
ood Ce of George hen Sons circulation weeklies, women’s Advertising Department. Knowledge of | tomed to handling and servicing 
and Co., Ltd, for Dudley weekly and monthi nes display work and lettering essential. | technical and industrial accounts. 
Turner and Vincent Ltd. Book- for Tangee Colour- an pstick Applicant must be prepared to work Directorship envisaged upon proof of 
ings in overseas trade and Natural Rouge compact (G without constant supervision. Applica- ability. Please do not apply uniess 


Street and Co., Ltd.). 


accompanied by 7 of a rate | 4 ideas. State age, experi- 
1 ence sa 
RUBBER IMPROVEMENT LTD., WYVERN PENS, using national se. ee Pen’ Deuce, | bon 7058 Ad. Waste thd Flan: & BCA 
makers of Leonex safety belting — , ys Re Birmingham, 24. | 
yeod in coal ar ys _—_ press weeds d WOMEN. Part-time office work Five TTERI G 
-R. account for enne! ‘ da k. Permanent. A . 
Edwards and Associates Ltd. j GAYMER’S CYDERS, using 9-2 pm. Clerk/Typist, 2-35.30 pan LE N 


weekly and monthly magazines 
and intensive area advertising in 
Yorkshire, Lancashire and - 
tish se (G. Street and 


3. 
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cuoss| CLASSIFIED ADVERTISEMENTS 


| APPOINTMENTS VACANT 
4; 


TOP RETOUCHER 


Secure and lucrative positions. Superannuation 
scheme 


Write or phone to Art Director for appointment. 


STUDIO IRWIN LIMITED 
Irwin House, Gough Square, E.C.4 


tions, stating salary required, must be 


Clerk. Call 4 pm, G 
Ltd., Dispensing Opticians, 
Sureet, St. James's, 8S.W.1 WHI 


GENERAL ARTIST Required 


ARTISTS 


We have vacancies for two 
fully experienced lettering 


is essential. 


MURRAY STUDIO 
5, Rosebery Avenue, £.C.1, Tel. : TER. 8770/0073 


TEEFOL A first-class all-rounder, who can artists, who are capable of 
ee vite mame a je ” handle retouching and line/tone p roducing high poss wodk 
und sada Ltd. . work. A very high degree of finish 4 


These positions are permanent 
and progressive and the 


salaries are high. All overtime 


paid for, two weeks holiday 


London 
rests, "Cone and Beld- 


Aer Ke 


FIRST CLASS CREATIVE ARTIST re- 


soliennin SHOES using half- he Kight « || qulted by “Leeds Advertising Agency | | can be arranged this year. 
page in Sunday Express and trade handling very good general a us- Write, ' . 
rene Glovers A Ltd soRE wrial eccounts Must have, originality, rite, ‘phone or = te beginners 
ta Teall layout syle that ls modern and die. ues 
Publicity Service Ltd., 84 Albion Street, NORMAN B STER 
The really {es Studio Director 
best brochures and os bey CREATIVE ARTIST Hawke Studios Ltd. 
catalogues are illus- me There is an interesting vacancy with 22 Chenies Street, W.C.1. 
trated by . . Smith & Walton Lid., Paint Manu- 


Tel.: Museum 1181 


a facturers, for a creative artist. We 
. are looking for a man who can |  DispLAY AND EXHIBITION Conuac- 
visualise, do finished art work when tors require representative /designer with 
sue | | required, and who possesses a existing connections, Send full details 
ae sound knowledge of printing pro- with salary and commission required to 


| Box 7033 Ad. Weekly 180 Fleet St BC4 
2 Gosees. Sn ny = soe LEADING LONDON AGENCY _ has 

plus a very substantial annual bonus, vacancy for young Gian who te Selly 
The Harker Stagg Lid. advertising and for the artistic temperament the experienced in advertising practice, 
department prepared this advertise- pleasant environment of the agency routine and in printing pro- 
= ment for their new Procidets anti- 


PEEDY SERVICE hee. oohagy AGENTS tic throat lozenges currently “Hadrian Wen” country. a a “a. and ———s s 
. canadien in the | press. Con- Please write giving full details to : | 


merchandise an important advantage. 
MODERN PUBLICITY SERVICE Uggla ala ia Pp ee 
Haltwhistle, Northumberland 


100 STAPLEFORD ROAD, LUTON 
TELEPHONE 33/2 


> 


SILK SCREEN SPECIALISTS 
Showcards, Posters, Bus Backs ond 
(Window Bitte 


Only a young man who has proved his 
DT eeteus ®t Upper Rich ren «sidered for next winter. Cecil Swan 


ability to handle a yg ee gt 
details successfull - 
Peers 86 id. were recently appointed to = —~4 
b,W.14 handle the account. 


Salary by arrangemen: 
40s} Ad. Weekly 180 Pleet St BCS 
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Direct Mail 
Mail Order 


Subscriptions 


Leading London periodical pub- 
lisher requires competent man, 
experienced in the routine of direct 
mail and mail order business. Age 
under thirty. Knowledge of pro- 
gressing, brochures, packing, 
despatch, addressing and facsimile 
printing is important. Copy writer 
is not required. 


Full details in confidence to : 
Box 7065 
Advertiser's Weekly 180 Fleet St EC4 


by 
medium-sized agency. The successful 
candidate is likely to be a man in his 
mid-thirties who for at least the last 
three or four years has been completely 
responsible for the writing and creation 
of from-rank advertisements in cither 
the consumer or technical field. He will 
be capable of planning a group of 
advertisements as part of an over-all 
marketing conception, and have suffi- 
cient experience to evolve a he 


CREATIVE 
VISUALISER 


wanted for London Publicity Depart- 
ment of large Industrial Organisation. 
The man (or woman) we need 
has a well-developed sense of 
design, a lively imagination and 
will be experienced in the quick 
preparation of high-standard roughs 
for industrial press advertising. 
The job is a good one. It is as 
progressive as the applicant, and 
offers ideal working conditions, a 
5-day week, pension scheme, etc. 
Our own staff are aware of this 
advertisement. 
Please write in confidence, 
stating age, experience and starting 
salary required to ; 


Box 7084 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT | 


marketing approach if called upon to do 
so. He need have no particular artistic 
ability although a strong layout sense is 
essential, and the ability to produce 
rough “‘scamps” highly desirable. The 
Agency concerned is young and virile, 
offering wide opporwnities to an abic 
man with enthusiasm for his job. The 
post is permanent, with a generous life 
assurance and pension scheme in opera- 
tion. Write full details of age, ex- 
perience and salary required, with 
preferably names of accounts handled, 
in strict confidence, to 
Box 7056 Ad. Weekly 180 Fleet St BC4 
TECHNICAL ARTIST for London, W.1. 
Experienced laying out and executing 
first-class perspective drawings from 
engineering blueprints. Good salary 
and prospects. 
Box 7008 Ad. Weekly 180 Pieet St BC4 
SKILLED RETOUCHER, tcchnical gub- 
jects. Highest standard of work; must 
be quick and accurate. Good salary 
to the right man. Central London. 
Box 7009 Ad, Weekly 180 Fleet St EC4 


SPACE- 


vertising knowledge cssential. Letters 
only please, giving particulars of age, 
experience and salary required. 


PRODUCTION ACCOUNTS. An oppor- 


tunity for a young man or woman aged 
25-30 to take charge of advertising 


handled. A really progressive position 
for a person of tact and initiative. 


Apply in , by letter, with full 
details of experience, ectc., w Staff 
Manager, 8. . 10 
Piccadilly, 1 


Wadham Artists require a 
LETTERING ARTIST 


BRITISH OVERSEAS 
AIRWAYS CORPORATION 
has a vacancy in its Advertising 

Branch for a 


PRODUCTION 
ASSISTANT 


with a good knowledge of produc- 
tion and printing methods. Ex- 
perience of tabular work is desirable 
and candidates should be 
accustomed to working with extreme 
accuracy and careful attention to 
detail. The commencing salary for 
the post will be £7.11.6d. per week. 
Candidates (who should be about 
the age of 22) should submit appli- 
cations giving brief details of their 
qualifications and experience to: 


not later than March 26th, 1954. 


capable of producing first-class 

lettering and a variety of modern 

free styles. A flair for layout would 
be a distinct advantage. 

Write, ‘phone or call : 
WADHAM ans 
Wardrobe Court 
146a Queen Victoria ictoria Street, ECA. 


CITY i144 


general, for Fleet Advertising 
gency. Reply a qualifications 
and salary 


also an expenenced 
LAYOUT AND GENERAL ARTIST 
co file 0 buy, tant wating op aay 
conditions. Write or ‘phone tor appointment. 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | i 


This progressive Agency, following a 
policy of planned expansion, has the 
following important vacancies to fill :— 


SENIOR 
VISUALISER 


A man with a modern outlook—a 
man who has worked on important 
National accounts selling to Women. 


“Middle-weight” 
VISUALISER 


To work in close collaboration with 
the copy-ideas team, on a wide 
range of accounts (some Technical). 


COPYWRITER 


A man with some years’ agency ex- 
perience—and preferably with a 
bias towards the technical side. 


TYPOGRAPHER 


Accustomed to type mark-ups and 
adaptations for press and print. 
Consideration would be given to an 
applicant interested in acting as un- 


derstudy on art-ordering generally. 


For each of the above vacancies written appli- 
cation is preferred in the first instance, stating 
age, experience and salary required to: 


CRANE 


PUBLICITY LTD. 


Quality House * Quality Court + Chancery Lane 
LONDON, W.C.2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


All-round 


COMMERCIAL ARTIST 


Must be capable of producing first- 
class visuals and finished art for 
National accounts. Excellent oppor- 
tunity for young man, or woman, 
to build a career in @ rapidly ex- 
poaaee country. Medical aid 


applicant (and ie. if married). 

Write by air mail, giving full details 

of experience supported by speci- 

mens of work, age and marital 
status, to; 


RHO-ANGLO PUBLICITY Ltd. 
P.O. Box 1185, Salisbury, 


have « vacancy for a young man of 
intelligence to work on production of 


house magazine. Previous ex 


is merely an advantage, but intelligence, 
enthusiasm and the ability w write 
Must have com- 
be exempt from, National 

An interesting job with un- 

limited advancement for the right man. 
Pieasamt working conditions. Meals on 


English are essential. 


the premises. 
in operation. Apply 


Box 7001 Ad, Weekly 180 Fleet St BC4 


HIGHLY-PINISHED IL 
£12 w 


artist 
, 12 Great Newport Street, W.C.2. 


Superannuation scheme 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


the Ministry Employment 
yp4tI i,t, gi, fi +4 | + 


employment, wuss from the provisions of the 
Notification of Vacancies Order 


DARBY'S 


ADVERTISEMENT RE REPRESENTATIVES 


1. East Coast; 2. S. West Coast; 
Own car essential. Salary, 


giving age and details of previous experience to: 


A. DARBY'S ADVERTISING 
Cobham House, 24/26 Blackfriars Lane, London, E.C.4 


SERVICE 


GOOD ALL-ROUND ARTIST required 
by small but rapidly growing Stidio. 
Excellent opporwnity for keen man 
with initiative and ideas, Ability to 

oduce quick, rough visuals and 

lettering, line and wash essen- 

tial, S-day week, prospects. 

Please send details age, experience and 
indication of salary required, to 

Box 7055 Ad. Weekly 180 Pleet St EC4 

GENERAL ARTIST (Male) for “finishing 
up” Visuals two client standard. Some 
finished art and creative ability an ad- 
vamage. Salary in region of £450-£500. 
Write, giving details of experience, 
Box 7058 Ad. Weekly 180 Pleet Sc BO4 

ARTIST FOR OLD-ESTABLISHED 
showcard firm, Good figure work and 
sill life in colour essential. Phone 
EUSton 1857 or 8157, or write wo 
Box 7060 Ad. Weekly 180 Fleet St BC4 


SAWARD - BAKER 
require a 


FIRST CLASS 
LETTERING ARTIST 


for work of the highest quality, 
including script, for Press Advertising. 


If he can do simple drawings in 
addition it would be an asset but the 


emphasis is on lettering. 


It is a unique chance to work with 
progressive people who are a happy 
crowd, in a comfortable studio with 
good light and every facility for 
producing good work. 

For applicants’ own convenience they should 
first telephone or write for appointment to 

STUDIO MANAGER 


SAWARD - BAKER & CO. LTD 
27 CHANCERY LANE - 


w.c.2 


SECRETARIAL 


SECRETARY / 


PRODUCTION ASSIST- 
ANT, FEMALE, required for London 
Publicity Consultants. experience 
of block ordering, liaison with printers, 
checking copy. Able to work on own 
initiative. Progressive post. 
Box 7059 Ad. Weekly 180 Pleet St BC4 


ADVERTISING ASSISTANT, 22-28, to 


team with Advertising Department of 
Midlands Engineering firm. Knowledge 
of photography useful in addition to 
some experience 

work 

facilities. Apply, with full details, to 
Advertising Manager, og Seule United 
Shoe Machinery Co., Lid 

Road, Leicester 

ASSISTANT 

19-24 for Advertising 

Intelligence, method and ability to stand 
on own feet more importam than fast 
speeds. Five-day week. Write to 
Box 7076 Ad. Weekly 180 Pieet St EC4 


YOUNG LADY experienced in Classified 


Advertising, required for four news- 
papers. Progressive appointment, Initia- 
tive and imagination an asset. Write, 
giving summary of eapeienes 
indicating salary requi 

Box 7075 Ad. Weekly 180 Fleet St BCS 


This is an excellent opportunity 
that calls for previous experience. 
Write with full details to: 
General Manager, 
McCANN-ERICKSON 


ADVERTISING LTD., 
Brettenham House, 
Lancaster Place, W.C.2 


OFFICE OF INFORMA- 
TION. Typography-Layout Man re- 
quired to collaborate with Designers 
in production of exhibitions, exhibition 
stands and displays; and 
sibility for ordering and 
typesetting, 
mountings, ctc 
experience 
Temporary 


Write, giving date of birth, education, 
full —_ of qualifications and 

perience of posts held (including desea), 

108, Appointments Officer, 

Labour and Nationai 


candidates selected for interview will 
be advised. 


Prominent Coventry 
engineering organisation 
requires a 
SENIOR 
ASSISTANT 


in its 

Publicity Department 
Successful applicant will be respon- 
sible for production of catalogues 
and technical publications of a high 
standard, and previous experience 
of this work in the engineering field 

is necessary. 
Write in strict confidence to : 
Box 7064 

Advertiser's Weekly 180 Fleet St EC4 


GENERAL 
ARTIST 


required in the London 
Studio of Alfred Bates & 
Son Ltd. Good lettering 
essential, but able to cope 
with some figure and still- 
life. 
Apply, with specimens, to 
STUDIO MANAGER 
130 FLEET STREET, £.¢.4 


OPERATOR required by 
British firm in East Africa. Age not 
under 30. Initial pay and allowances 
total £75 per month. Passage out 
paid, Four-year contract. Write, = 
details of — and experience, 
married sta etc., t© Davis & Soper 
rat $2.54" ‘St. Mary Axe, London, 


JOURNALIST required with 
knowledge of newspaper technique and 
make-up for weekly publication. Write 
in first instance, stating experience and 

Barnes, “Frei 


prints of engineering subjects. 

pa pee details of experience, age 
and salary required, to Labour ee 
(A), Rolis-Royoe Limited, Derby 


GENERAL ARTIST 


THE STUDIO OF THE NATIONAL 
TRADE PRESS 
requires an experienced artist who 
is a good all-rounder, capable of 
using the airbrush, doing visuals 
and finished work of good stan- 
dard. Excellent prospects, 5-day 
week, pension scheme. 
Write stating age, experience and 
salary required to: 
The Art Manager 
THE NATIONAL TRADE PRESS LID. 
Drury House, Russell St., London, W.C.2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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MarcH 18, 1954 


APPOINTMENTS VACANT 


ARTIST 
required immediately 
for SINGAPORE OFFICE of leading 
Far East Advertising Agency 


Rav ct eeynes well ee 

‘. — Ai in <i 
0 oc al ae ee 
contract for @ period of three years, 
with @ paid a passage from the United 
Kingdom to Singapore and return at 
the end of the contract. 

2. Four months’ paid leave will be granted 
on expiry of the contract. 

3. No accommodation will be provided, 
except for the first seven deys on 
arrival in Singapore. 


Successful applicants will be interviewed 
in London. 


Box 7047 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


Advertisement Representatives 


required by leading engineering export journal. Reorganised 
areas available:— (a) Lancashire, Cheshire, part Derbyshire 
and North Wales and, (b) Shropshire, Staffordshire, Hereford- 
shire, Birmingham, the Black Country and South Wales. Previous 
experience is an essential qualification and full details of career 
must be given in first letter. 


MACHINERY LLOYD 
6 Cavendish Place * London + W.1 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LAYOUT 


This is a genuine opportunity for 
a young and up-and-coming chap, 
worth around £500 pa. at his 
present stage of development, who 
is interested in all forms of visual 
publicity—Press and Print. 

Ina small but growing agency where 
“he won't be lost amongst the 
crowd”, he will work with a happy, 
experienced team and be allowed 
all the scope he can justify, The 
“airytairy” approach would be a 
serious drawback; he should be 


FIRST-CLASS ARTIST REQUIRED for 
senior position in Advertising Studio. 
Experience of all production processes 
essential, figure work an advantage. A 
good salaried permanent appointment 
in congenial atmosphere. Send speci- 
mens, which will be returned, together 
with full details two The Managing 
Director, Edwards, Dyer & Co., Led., 
1 Cooper Street, Manchester, 2. 


FINANCIAL ADVERTISEMENT REP- 
RESENTATIVE required by important 
newspaper group. Must be fully ex- 
perienced in both agency and company 
representation. Good salary offered 
really capable man. Apply in strictest 
confidence, — age, experience and 
salary required, 
Box 7078 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
lisher’s office. Pully experienced 


ARTIST required in sudio | ADVERTISEMENT CANVASSER wanted 
of London Agency. FPive-day week. for provincial weekly with wide circula- 
experience and tion, Write 


salary required. Box 7073 Ad. Weekly 180 Picet St BC4 
Box 6994 Ad. Weekly 180 Fleet St BO4 


ASSISTANT for 


Are you a trained production man, 
with ambition ? 


Box 6969 Ad, Weekly 180 Fleet St BC4 | | You will need to be sbout 25 veers of o9e, 


Wadham Artists require a 
SCRAPERBOARD ARTIST 
of the very highest stendard. 


Write, ‘phone or call : YOUNG MAN of outstanding ability re- 
Wadham Artists, Wardrobe Court, quired as Assistant to Chit E : 


Box D.D. 5142, A.K. Advg., 
22a Shattesbery Avenue, London, W.C.2 


tially an advertising man who 
enjoys his job, sets himself a high 
standard of design and presentation 
and, of course, has a working know- 
ledge of typography and good 
colour sense, Hours are good and 
there is @ superannuation scheme. 
AFTER he has fixed an appointment, 
we would be mainly interested in 
seeing a few pencil visuals and 


colour r 
Apply : 
Box 7063 
Advertiser's Weekly 180 Fleet St EC4 


Victoria of leading publicity company. Must 
Vébe Queen Swent, £.C.4. Gav nee have several years’ general experience in 


TECHNICAL 
Capable of 


advertising and publicity. Ability wo 
write g00d copy an advantage. This is 
a unique opportunity for the right man. 
Apply, giving details of age and experi- 


ence to 
Box 7086 Ad, Weekly 180 Fleet St BC4 


ARTIST (male) required. 
producing meticulous line 
from biue prints and photo- 
graphic reference. London Studio. 

Box 6960 Ad. Weekly 180 Fleet St BC4 


LARGE NEWSPAPER ORGANISATION 


requires young man as advertisement 
representative in London. Experience 
not essential. Good prospects for 4 
able type. Apply in 

full pesesen, including age and A 
required, 

Box 7079 Ad, Weekly 180 Pleet St BOS 


COPY CHIEF 


required for a Lintas agency abroad. 
High salary and excellent prospects 
for a man with good agency experi- 
ence, proved creative talent, and 
the ability to deal effectually with 
colleagues and clients. This is an 
exceptional opportunity for an able 
advertising writer who feels in need 
of wider scope for his ideas. 


Write in first instance to: 
“OVERSEAS VACANCY” 

C/O LINTAS LIMITED * HESKETH HOUSE 
PORTMAN SQUARE, W.1 


Managing Director 


COSMETIC ADVERTISING 


This agency, centred in London, is looking 
for a top-level advertising man to join the 
group working on one of the most important 
cosmetic accounts in Great Britain. He 
should have wide experience in merchan- 
dising, distribution and the application of 
research findings—his past éxperience will 
show him to be able to command a worth- 
while salary. Please write in first instance 
giving details of age, experience and salary 
required to address below. (Our own staff 
are aware of this appointment.) 


Box 7046 
Advertiser's Weekly 180 Fleet S¢ London EC4 


'Phone your Classifieds to CHA 8844 (Ex 25) 


eo ll OD > iene So a . “<5 
FP 581 P| 3 
| | — | 
| | APPOINTMENTS VACANT a " 
required ch 
or. 
Applicants should be young and single q 
with a creative ability and capable of adminis- 
tering an ert department of four people. 
he 
co 
eee 
or 
a = 
BP 5 F 
4 P, 
ee || . 
— —, Book | uxt - ‘ 
e 
ama in "to gent prin vying ok 
on ebility to “‘see’’ cold tacts as attractive ; 
print. No learners please | : 
" 
pe F, 
ae ae 
oe ai 
——— ir 
C 
‘ 
a — 
~ 
i 
1 
ve he. 
ie 
a 
a 
a 
‘ , ae 
) 
h Bee 
me 
ky 
7 
ies 
a 
ak 
ot, © he 
Pt ices 
ee | 
‘ 9 
7 ao 
a 
. D ee ‘ ‘ = 2 + 7 . *. . 7 Mes re 7 he 
acd . alae. ag ee ‘fe ae re ae | . x ., a 


ADVERTISER'S WEEKLY Marcn 18, 1954 


CLASSIFIED ADVERTISEMENTS | B serowtmenrs vacant 


Up © 
£1,000 p.a. 


and the opportunity to work 
on important National Accounts 


VISUALISER 
in provincial agency 


Accommodation arranged. 
Send specimens and full 
details to 


CREATIVE DIRECTOR 
Box 7090 | 
Advertiser's Weekly 180 Fleet St EC4 


ADAPT ARTIST 


required 
for London Studio 


Must be neat, clean and accurate 
worker. Steady well paid job for 
older man. 


ROYDS' SPACE DEPT. 
FOR A MAN OF 25/35 


He should have a sound knowledge of the principles 
of building oqnaine for National A 


ccounts, a 
an pngetane of the use of statistics in me Yona 
to media. 


y by letter giving precise details 
of mo Me. ad education to: 


Staff Manager 
G. S. ROYDS LTD., 160 PICCADILLY, W.1 
LADY ARTIST required. Good sense 

of design and clean execution of work 


essential. Fullest details to 
Box 7050 Ad, Weekly 180 Pleet St BC4 


Box 7108 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY /ASSISTANT to a 
Manager of City firm. Hard 
——— work with prospects. Wriee, 


ing experience, to 
Bon 7052 Ad. Weekly 180 Fleet St ECA 


if you are a 
FIRST CLASS SCRAPER BOARD 


AND STILL LIFE ARTIST 
andare seeking a change, we shall be 


COPY/LAYOUT. Young man, carly 
twenties, required by small Agency. 
Must have experience in copy and lay- 
out work. HOLborn 4508. 


PRODUCTION ASSISTANT. Young 


PRODUCTION ASSISTANT (Female) re- 
quired by progressive W. London 


Agency. Experience of block ordering 
and proof checking essential, 5 day 
week, Write sating 

salary required to 

Box 7096 Ad, Weekly 180 Pleet St BC4 


ADVERTISEMENT REPRESENTA- 


TIVES are required by proprietors of 
an exclusive Annual publication. Ap- 
plicants must have had considerable 


Commercial Art Studio require 
REPRESENTATIVE 


Must have good connection among advert: 
isers, publishers, advertising agents. First- 
class work produced and ames o 
week-end service a Good pr 

position for first-class representative. webe 


Habel, 


man with experience of copy detail, 
ordering blocks and settings, etc., re- 
quired for West End Agency. Write, 
giving age, previous experience and 
salary required, to 

Box 7054 Ad, Weekly 180 Pleet St BC4 


BEN JOHNSON & CO., LTD., Borough- | 


bridge Road, York, requires fully- 


pleased to see that you are happy 

at your work and paid on your merit. 

Those interested should apply to: 
Box 7088 

Advertiser's Weekly 180 Fleet St EC4 


| 
full details, salary and commission required to + 


qualified Printers’ Estimating Clerk. | 
Box 7093 Advertiser's Weekly 180 Fleet St EC4 


experience in calling on National ad- Must have first-class technical know- 


verusers and a connection among re | 
tising agents. The Publication is we . 
known and requires the services of men | RETOUCHING ARTIST required. Apply aan oy — printing; also sound 

with specimens to Cheesmans experience of all ancillary operations 
Service Lid,, 131 Fleet Street, B.C4. in 8 general printing factory. Apply 
CENual 4325. Secretary. 


ledge of Photwo-Litho and high-class 


Box 7080 Ad, Weekly 180 Fleet St BC4 


BRWIN WASEY want 
two more first - rate 


typographers 


I An all-rounder to handle with 
style the typography of a group of 
big National accounts. He should 
be quick, accurate and have had 
at least two or three years 

Agency experience. 


LYTLE'S 


ARE LOOKING FOR TWO YOUNG 
AND AMBITIOUS TYPOGRAPHERS 


who are willing to work harder 

than they have ever worked before 

to assist in the reorganisation 

of the creative department. 

Experience on national accounts is essential. 


2 A print specialist. He should 
have the ability and initiative to 
carry through on his own the 
typography of a very wide variety of 
work in this field. Agency experience 
‘ F is desirable though not essential. 
Write, stating experience and 


salary required, to: The Art Director 
C. J. Lytle (Advertising) Ltd. 


Please phone Chief Typographer for appointment 
2, 3 and 4 Dean Street, London, W.1. 


Erwin Wasey & Co Ltd Brook House Park Lane Wi MAY 817! 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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Marcu 18, 1954 


APPOINTMENTS VACANT 


THE BRITISH TABULATING 
MACHINE COMPANY LIMITED 
(HOLLERITH Punched Cards) 


has vacancy for » young man with 
expenence ina publicity end advertising 
department. He should be under twenty- 
three and have completed National Service. 
He will be required to assist in the prepara- 
tion of technical advertising, the production 
of publicity literature and an external house 
magazine. A general knowledge of printing 
end block making is required. 


Write to Sales Personne! Controtier 
The British Tabulating Machine 
; —¥ 


17 Park Lane, London, W.1 


OPPOR FOR LET- 
TERING AND LAYOUT ARTIST. 


Able to produce quick, slick roughs, 
and some finished lettering 
Box 7049 Ad. Weekly 180 Fleet St BCS 


CLASSIFIED ADVERTISEMENTS 
| 


ASSISTANT ADVERTISEMENT 
MANAGER 


required 
To obtain Industrial Advert- 
— for well-known Old 
stablished Journal. 
Must have had experience in obtain- 
ing advertising from top executives 
and be in the age group 30/35 years 
Obvious prospects for the right 
man with a commencing salary com- 
mensurate with calibre. Applications 
which will be treated as strictly con- 
fidential should be addressed to : 


Box 7106 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


Women's 
or female. Write (in confidence) 
experience, to: 


Box 7107 
Advertiser's Weekly 180 Fleet St EC4 


A vacancy occurs on the staff of 
established and highly successful 
Class publication for 
experienced representative, male 


stating age, education, previous 


B APPOINTMENTS VACANT 


PRINTING 


PRODUCTION 
ASSISTANT 


large London Agency requires 
production man with 2/3 years’ 
experience of mechanical produc- 
tion, for progressive position, to 
work in close co-operation with a 
Contact Group. 
Box 7111 
Advertiser's Weekly 180 Fleet St EC4 


JUNTOR 


COPYWRITER required by large retail 
multiple for Advertising 

East Midlands. Top flight salary. Age 

and sex immaterial. Experience and 

proved ability only requirements, Write 


details first instance to 
Box 7053 Ad. Weekly 180 Fleet St EC4 


ATIVE required 
for London, with an established organi - 
sation producing commercial letterpress 
and litho work, bookwork, periodicals 


of the business A 
salary, expenses and commission. 
Box 7051 Ad. Weekly 180 Pleet St BCA 
SHORTHAND « TYPIST 
ASSISTANT wanted for Advertising 
Agency, fashion department. Must be 
— and methodical. Write, stating 
experience and salary required to 
Box yon Ad, Weekly 180 Fleet St BC4 


desirable. 


IMPROVER LETTERING ARTIST re- 


quired by small studio in Holborn. 
Write, stating age, experience and salary 


to 
Box 7070 Ad. Weekly 180 Pleet St BC4 


LAYOUT. Really good Layout man with 


experience of Technical Advertising. 
Ability to do some finished work an 
advantage. Phone DERwent 4444. 
Geoffrey Dadd Lid., 90 Epsom Road, 
Sutton, Surrey. (Near Morden Tube 
Station.) 


and gencra!l studio ma 


WANTED LONDON, Sue-dinw suenae 
Box 7005 Ad. Weekly 180 Fleet St BCS | 


Senior 
Production Man 


required by large London Agency 
to take charge of a group respon- 
sible for mechanical production of 
a number of varied accounts. 3 to 4 
years’ be yee! experience essential. 
Apply with particulars of experience to: 
Box 7110 
Advertiser's Weekly 180 Fieet St EC4 


SPACE SALESMAN required 


for 


specialised, well sponsored media, Must 


be mobile. Scope to — I... £1,000. 


Details of experience p! 
Box 7094 Ad. Weekly Te0 Fleet St BC 


| 
| 
| 


” | 


| a 17 Park Lane, London, W.1 


GOOD ALL 


ADVERTISER'S WEEKLY 


THE BRITISH TABULATING 
MACHINE COMPANY LIMITED 
(MOLLERITH Punched Cards) 
has @ vacancy for a man with an 
aptitude for the production of 
editorial and publicity 
matter directed towards profes- 
sional readers and prospective 
users of punched card equipment. 
Some general accountancy know- 
ledge is | conti The ability, after 
initial technical training, to under- 
take on his own initiative the lively 

of 


pr aut machine 
accountancy wens in non 
technical | | 
Applicants should rend. ae 


details of their education, training, 
experience and salary required 
Specimens of published work of a 
similar or a comparable nature are 
invited. Write to 

Sales peren Controller 
The Briti 


Tabulating Machine 
Limited 


ADVERTISING AGENCY 


ROUND PHOTOGRAPHIC 
PRINTER required by leading London 
Advertising Agency. Should he about 
S and used tw rolleifiex and studio 
negatives. Staff canteen, pension 
and 5-day week. Write in con- 
fidence giving particulars of experience 
and salary expected to 
Rox 7098 Ad. Weekly 180 Fleet S BC4 
REQUIRES 
man experienced in advertisement and 
print production work and related dutics 
to take charge of production in smalier 
Manchester Agency. Must have sound 
knowledge of type and good layout 
sense. Agency essential. 
Write in confidence stating age, experi- 
ence and salary required. 
Box 7097 Ad, Weekly 180 Pleet St BC4 


How good a 
COPYWRITER 


There are, from time to time, opportunities in 
the LONDON PRESS EXCHANGE for those 
who intend to become really good copywriters 
and who have some evidence—perhaps a year 
or so of practical experience—that they have 
the right approach to the job. 


A fully informative letter to the Creative Director, 
LPE, 110 St. Martin's Lane, WC2 will receive care- 
ful consideration and may lead to an interview. 


are you going to be? 


action. 


FIRST-CLASS 
TYPOGRAPHER 
wanted by 


CLIFFORD BLOXHAM 
AND PARTNERS LTD. 


Preferabiy an agency-trained man, aged 
between 30 and 35, with a wide knowledge of 
type-faces, the successful candidate will be an 
advertising man whose special interest is type. 
He will be equally happy creating a booklet or 
dealing with adaptations. He must be suffici- 
ently agile in mind to meet all typographic 
problems and mature enough to take decisive 


Write in confidence (don’t ‘phone) giving 
details of experience to date and salary 
required to the Art Director, 

Clifford Bloxham and Partners Limited, 
Lion House, Red Lion Street, London, W.C.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT 
Male or Female—23/25 


required for 
busy Classified Advertisement 
Department of West End Agency. 
Knowledge of media, and previous 
experience in this branch of Advert- 
ising @ distinct advantage. Good 
typist essential. 
Write, or telephone for appointment 
(TEM. 7801). 


AUSTIN KNIGHT LIMITED 
8 Grape St., Shaftesbury Avenue, W.C.2 


MALE CHECKING CLERK required in 
Voucher Departmen. Previous agency 
experience necessary. Permanent posi- 
tion, no Saturdays. Apply Mr. Lawrie, 
Alfred Bates & Son Lid., 130 Pleet 
Sereet, B.CA, 

YOUNG COPYWRITER IS RE- 
JIRED who has had perhaps 2 or 
years experience with a large agency 
now feels ready tw spread his 
wings. In this appoinument he will 
virwally be in full control of the 
creation of Press advertising in a com- 
paratively small unit. A number of 
important accounts are already held 
however and more are just around the 
corner, This is a very real opportunity 
for a young man who can work hard, 
and think harder. Write age, experi- 
ence and salary required to 
Box 7099 Ad. Weekly 180 Fleet St BC4 

LADY ASSISTANT two Account Execu- 

tive required with knowledge of pro- 

jon, copy detail, etc. Dealing 
mainly with technical accounts, the 
position has scope for learning and 
progressing with growing agency. Pive- 
day week, Write only initially stating 


md present salary, to 
A.G.R,, 18 Thurloe Place, $. Kensing- 
ton, 8.W.7. 


Marcu 18, 1954 


LASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


Man required 


who can handle a group of Nat- 
ional Accounts without super- 
vision. Fully conversant with 
Schedules and Production tech- 
niques. Write giving age and 
details of experience to 


to join the sdvertising staff of 
Blandtord Press as 


SPACE 
REPRESENTATIVE 


at the commencement of a new weekly 
periodical on treight and forwarding, entitled 


“FREIGHT NEWS” 
first issue to be published in June. Neturally 
warding sgents, etc., would be adven- 
tageous. Selery ding to experi 

Write full details to ; 
Ernest Barnes, Advertisement Director, 
BLANDFORD PRESS LTD. 
16 West Central St., W.C.1 


COPY TYPIST required by 
port Advertising Service Lid. Must 
be a speedy and accurate worker, with 
a good sense of layout. Pleasant con- 
ditions, five-day week, superannuation, 
canteen facilities, etc. Write, giving 
detaile of previous experience, to the 
Managing Director, Export Advertising 
Service Lad., 22 Old Bond Street, W.1. 


FIRST-CLASS RETOUCHING AND 
GENERAL ARTIST required by Suidio 
Productions Lid., 65 Long Acre, W.C.2. 
Call between 12 and 1 p.m. or tele- 
phone TEM 2730 for appointment, 


ADVERTISING DEPARTMENT of film 
company requires boy leaving school, 
who is keen on art work and wishes to 
gain knowledge of Advertising, but 
must be willing to carry out general 
duties. Apply giving details to 
Box 7100 Ad. Weekly 180 Fleet St EC4 


granted this year. 


SAWARD, BAKER 
require 


another outstanding 


VISUALISER 


Must be a good advertising man as well as a 
first-class advertisement designer ; 
(preferred), versatile, and forward-looking ; accust- 
omed to work as member of a team and able to 
show fruits of experience on important National 
+ Accounts in the leading Agency field. Holiday 


Only if you feel you can measure up to stated 
yequirements, please write giving details of 
experience, age and salary required, to: 
THE MANAGING DIRECTOR 
Saward, Baker & Co. Ltd. 
27 Chancery Lane, London, W.C.2 


young 


BURROUGHS WELLCOME & CO. have 
a vacancy for a creative layout artist 
with sound up-to-date experience in 
typography and the use of good art- 
work to take a position in their Art 
Unit, handling press advertising and 
the production of booklets, brochures, 
etc. Applications, which will be tweated 
in confidence, should give full particu- 
lars of age, experience, and also an 
indication of the salary required-—The 
Manager, Publicity Division, Borroughs 
Welicome & Co., 183-193 Euston Road, 
London, N.W.1, 

OUTDOOR ADVERTISING. The Man- 
ager of a Leading London Agency re- 
quires a capable underswudy. Write 
stating age, experience and salary grade 


to 

Box 7085 Ad. Weekly 180 Fleet Si BC4 
ACCOUNTS CLERK, Male or Female, 

not over 30, with experience of charg- 

ing art wok, blocks, etc. Five-day 

week, holiday given this year. 

for appx Advertising 

Service Led., HOL born 6051. 
VISUALISER REQUIRED for Agency 

in W.C.1 area. Experienced and able 

to do some general work. Good sa 


congenial surroundings. Paid holiday 
this year. 
Box 7092 Ad. Weekly 180 Fleet St. BC4 


NIOR INVOICE CLERK (female) 
vg Must be accurate at 
and able to type. 5-day week. Call 
Crane Publicity Lid., Quality House, 
Quality Court, Chancery Lane, W.C.2. 
YOUNG MAN i checking 


type. 
Box 7109 Ad. Weekly 180 Fleet St BC4 
YOUNG ASSISTANT required for Pro- 
duction Dept. 5 previous experi- 
ence of Production routine is essential, 
and the applicant should be keen and 
adaptable. Apply in writing to Per- 
sonnel Director, John Haddon & Co., 
Lid., 11 Salisbury Square, E.C.4, or 
Phone: CENtral 8156. 


APPOINTMENTS WANTED 


ADVERTISING MANAGER 

36, with success record, seeks progressive 

position. Sound experience production, copy, 

market research, editorial, etc. Efficient 

executive who will handle your advertising 
with i and 


eS > 9 Ban 


Advertiser's Meekly 180 Fleet St EC4 


CREATIVE TYPOGRAPHER (woman), 
press ads., catalogues, etc., desires 


change. 

Box 7015 Ad. Weekly 180 Fleet St EC4 
SECRETARIAL POST sought by young 
lady with cight years’ experience short- 

hand typing, liaison, copy-chasing, etc 
Pienty of initiative and will to work. 
Box 7066 Ad. Weekly 180 Fleet St BC4 
INTERIOR DESIGNER DISPLAY 
ARTIST, aged 22, knowledge of con- 
struction, etc. Hard working and keen, 
willing to start at the bottom, 
Box 7081 Ad. Weekly 180 Pieet St BC4 


EXPERIENCED VISUALISER / DE- 
SIGNER, 32, secks good position in 
“Happy Ship.” 

Box 7082 Ad. Weekly 180 Pieet St. EBC4 

ADVERTISING MANAGER secks change 
in charge of six figure national account. 
Agency trained, excellent all-round ex- 
perience of all aspects of publicity, 
creative and administrative for home 
and export advertising and sales promo- 
tion. Thoroughly conversant with all 
types of printing display and exhibition 
work, market research, etc. First-class 
references from leading national adver- 
tisers available. 

Box 7077 Ad. Weekly 180 Fleet St EC4 


Typographer 
wanted 


This is an opportunity for an 
experienced man to work on 
a wide range of National Press accounts. 
He will also be required to work on 
a variety of high-class printed matter, 
including brochures, booklets, etc. 
Write or "phone details of 
experience etc., to: 


Art Director, 
T. B. Browne Ltd., 117, Piccadilly, London, W.! 


Telephone: GRO 5351/6 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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Marcn 18, 1954 


OO CLASSIFIED ADVERTISEMENTS 


expenence CREATIVE 
WOMAN COPYWRITER 
3! present @ victim of unimaginative 
policy and creative frustration—seeks 
speedy escape to 
LIVE LARGE AGENCY 


or 
COMMERCIAL TELEVISION FIRM 
where originality—ideas—and out 
sanding ability will command a four 
figure salary 
Box 7091 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED Ot (DOOR 


; ; ADVER- 
TISING EXECUTIVE (36), having 
reached end of advancement in present 
firm, seeks similar post with further 


Prospects for advancement 
Box 7063 Ad. Weekly 180 Fleet St BC4 


SENIOR TECHNICAL SALES REPRE- 
SENTATIVE, 31, residem in London, 
has for the past four years covered a 
wide cross-section of industry at 
managemem leve! with successful results, 
An opportunity is 


desired of putting 
this experience to practical use in the 
Advertising field Any proposition 
must be capable of producing and 


maintaining a four figure income 
Box 6997 Ad. Weekly 180 Fleet St BC4 
FIGURE ARTIST, a the 
Specialising in highly finished 
work, secks progressive position 
Box 7002 Ad. Weekly 180 Fleet St BC4 
DISPLAY ARTIST 


moment 
colour 


and Clay Modeller, 
specialising im figure, fashion and 
general creative displays including three 
dimensional units, showcards, etc 
Box 7 


003 Ad. Weekly 180 Fleet St EC4 
LETTERING IMPROVER. 
24, NS 
Advertising 
Box 


oune man 

completed) seeks position in 
Avency or Studio 

7069 Ad. Weekly 180 Fleet Si BC4 


PRINT BUYER 


Ex-Master Printer and Printing Works 
Manager, aged 37, resident Surrey, seeks 
job with Agency or Industrial Concern, where 
his experience and knowledge of typography, 
paper, block buying, costing and estimating, 
production manager of an agency can be 
put to full use 


M, Read, 4 Elmwood Road, Redhill, Surrey 


ADVERTISEMENT MANAGER of In- 
dustrial journal would like to hear from 
publisher who appreciates experience, 
ability, enthusiasm and genuine effort, 
Box 7068 Ad. Weekly 180 Fleet St BO4 


FX-STUDIO MANAGER, 


ideas man, 
Visualiser, capable of figure work and 
copywriting—now  free-lancing-—wishes 


to return to the fold. 
Box 7067 Ad. Weekly 180 Flee S BC4 


YOUNG MAN (21), ex-National Service, 
Art Student Fiair for photography, 
secks situation good studio, Considera- 
tion given if required 
Box 7087 Ad. Weekly 180 Fleet St BC4 


LAYOUT/VISUALISER, sick roughs, 
sound figure man, s ag Studio 
Manager, secks similar chan 


Box 7089 Ad. Weekly 180 Piet Ss C4 


JUNIOR ARTIST, one year’s experience, 
requires studio position, Salary unim- 
portant 
Box 7016 Ad. Weekly 180 Pleet St BC4 


“HAND-PICKED” SECRETARIES, 
TYPISTS, Telephoniss and all other 
office staff.-The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House Whitcomh Street, 

WHliehall $924. 


BUSINESS OPPORTUNITIES® 


WANTED, ARTISTS AGENT to 
humorous sketches. Apply 
Box 7072 Ad, Weekly 180 Pleet S BC4 


PFRIODICAL PUBLISHERS are pre- 
pared « purchase or take financial 
interest in 4 magazine which has real 
possibility of developmem, Write in 
¢. sc, Managing Director, Herbert 
i. Thompson Ltd, 12 St. James's 
Place, $.W.! 


place 


; 
} 
} 
| 
; 


BUSINESS. OPPORTUNITIES t FREE RANCE SERVICES | 


SPACE SALES. 


Representative residing 
Central London (own equipped office) ° 
giad tw consider additional represent ise ions Lettering + Artists | 
ation, Communications strictly con- 
fidential to We Are Busy—Are YOU? 
Box 7042 Ad. Weekly 180 Fleet St BC4 
LETTERPRESS PRINTERS, F.C.1, Very frequently we have to call in 


accustomed high class coloured Cata- 
logue, Brochure work, etc., would con- 
sider a link up of working arrangement 
with really first class Commercial Art 


outside help. If you are an experienced 
lettering artist and would like a 
regular flow of high-class work, 


Studio, All correspondence in srictest will you please write, ‘phone or 
confidence. y 
Rox 7102 Ad, Weekly 180 Fleet Si BC4 call for an appointment to : 


NORMAN BANNISTER, 
STUDIO DIRECTOR, 


HAWKE STUDIOS LID. 
22 CHENIES STREET, W.C.1 
‘Phone; MUSeum 1181 


FREE LANCE SERVICES @& 


TOP CLASS FRER-LANCE 
strip cartooniss wanted 
Rox 7074 Ad. Weekly 180 Pleet S& BC4 


children's 


Is your Art Department 
behind schedule ? 


FREELANCE ART DIRECTOR 


(with National Agency experience) 


SALES AND WANTS 


| CONOGRAPH AIRBRUSH, compressor 


, and foot switch Very little used, cost 
can carry through from originating £26. Offers to Pubficity Dept., MK. 
advertising ideas to creating com- gg ae Wakcfield Street, Edmon- 


prehensive layouts for complete 
press campaigns, including design 
of related Display Material, | | 
Brochures, Packages, etc i 

if you are in a hurry, telephone 


RAY BETHERS | 
KENSINGTON 6570 | 


WANTED 


AUTOMATIC SILK SCREEN 


PRINTING MACHINE 
Secondhand or reconditioned 


166 BROMPTON ROAD, 5.W.3 up-to-date model. 

SMALL SUT WELL-ESTABLISHED Preferably type which will print 
Me rtaes" AGENT representing scraper - showcards, posters, P.V.C. and 
board artit of outstanding § abi'ity, metal, such as Master Monarch or 
would like « represent another on 4 d 


free-lance basis. Constam inquiries for 
this type of work. Write | 
Box 7061 Ad. Weekly 180 Fleet S POS 
LAYOUT ARTIST (Fx. Fig.) specialises 
in folders and brochures, secks com- 


similar unit. Write full descriptive 
details with price required 

Box 6995 
Advertiser's Weekly 180 Fleet St EC4 


missions. 
Rox 6935 Ad. Weekly 180 Fleer St BC4 


TENDERS ; 


CITY OF OXFORD 
ADVERTISEMENT HOARDING 


OXFORD MARKET 


Offers are invited by the Corporation of Oxford for tenancies of 
advertising space on the whole or part of the above frontage 
hoarding (10 feet by 98 feet) situated between the two main 
entrances to the open air traders and cattle market. 

Form of Tender and further information may be obtained from the 
City Architect and Planning Officer, Town Hall, Oxford, Offers must 
be sent to me ina plain, sealed envelope endorsed “Tender—Oxpens 
Hoarding”, not later than 12 noon on Monday, Sth April, 1954. 


The highest or any tender will not necessarily be accepted. 
Town Hall, Oxford HARRY PLOWMAN, Town Clerk. 


COUNTY BOROUGH OF EASTBOURNE 
1955 OFFICIAL GUIDE 


Tenders are invited for the printing of the 1955 Official Guide. Persons 
desirous of tendering should apply to the Director of Publicity, Information Bureau, 
Railway Station, Eastbourne, for » copy of the Specification and turther particulars 
by 27th March, 1954, on which date the Specification will be issued. The closing 
date for the receipt of Tenders is 12 noon on Wednesday, 14th April, 1954. 

No Tender will be considered unless it is sent in @ plain sealed envelope 
addressed to the Town Clerk bearing the words “Tender for Official Guide” (but 
shall not bear any name or mark indicating the sender). The lowest or any Tender 


will not ily be ted. Any samples should be sent to the Director 
of Publicity 
F. H. BUSBY, 
Town 


Town Hall, Eastbourne. 13th March, 1954 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


ADDRESSOGRAPH OUTFIT 


Electric Graphotype Model 6240, Electric 

Addressing Machine Model F268, two 18 

drawer Cabinets with Trays, 6,000 "8" index 
Frames, in excetient condition. 

Price £140 Would separate 


MSS 49, TATTENHAM GROVE, EPSOM 


ELEGANT GLISTENING DANAURA 
modern venetian blinds give continued 
ventilation without draughts Reduce 
winter fuel and lighting costs. Are 
easily kem clean. Light-weight, robust, 
non-corrosive, heatproof. Write 
8, Danaura Ltd., 12 Whitehall, 


WANTED, A LUCIDA. 
phone MAY fair 8596 


ACCOMMODATION 


SUITE OF OFFICES 


TO LET 


Front -of-building suite in 
advantageous position on Fleet 
Street. Four rooms totalling 
approx. 750 square feet. 
Long lease available. 


Reply : Box 7048 
Advertiser's Weekly 180 Fleet St EC4 


Dept. 
8.W.1, 
Please wwle- 


SPACE IN STUDIO or room wanted by 
designer (woman) 
Box 7062 Ad. Weekly 180 Pleer St BOS 
ACCOMMODATION with excellent light- 
ing plus work ff required, available for 
first-class free lance artist. 
Box 7103 Ad. Weekly 180 Fleet St BO’ 
FREELANCE ARTIST offers excellent 
Sudio, W.1, phone, etc., to share with 


another. 
Rox 7104 Ad, Weekly 180 Pleet St BOS 


PERSONAL . ”* 


DUPLICATING, ADDRESSING 
MAILING SERVICES, 
classes, Victoria 
York London, W.1, 
1450 


SPECIAL ‘ANNOUNCEMENTS 


INTERNATIONAL 
RAILWAY 
CONGRESS 


LONDON, 1954 


Railway Congress, Lendon, May 19th 26th, 
1954. Successtul applicants will be required 
to provide rapid service of photographs 
to official and personal orders, of business 
programme, technical visits end social 
functions No exclusive Press rights. 
Application form with tutier details, trom the 


General Secretary, 
222 Merylebene Read, 
Lendeon, 4.W.1, 

to whom forms should be returned within 
14 days of the appesrance of this notice. 


1R.C., 


W. PARTRIDGE for all commercial ar 
now at 61 Bartholomew , WA. 
MONarch 1847 


MISCELLANEOUS 


DEBTS collected throughout Britain’ No 
result—no fee, Brilegal (istab. 1919), 
80 Leeds Road, 
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ADVERTISER'S WEEKLY THurspay, Marcn 18, 1954 


Advertiser's 
Weekly Lis = 


55/- (overseas) 


STOP PRESS 


oy eye . TV DEPUTATION TO 
here responsibility sits POSTMASTER-GENERAL 


_ Delegation of 
and decisions are taken ... toner 


morrow (Friday) morning to an 
clarification on some provisions of 
Television Bill, Understood 

tion of shopping guides and } 
mentaries will be raised. 


Annual estimates for Central 
Office of Information show they 
are reducing postal advertising by 
£44,930 to £74,100, but increasing 
press advertising by £52,150 to 
£522,350. Social surveys by C.O.1. 
will cost more: £54,250 compared 
with £41,980—a rise of £12,270. 
Films—up £9,120 to a7, 750. 


Geo. J. Smith & Co., Lid., an- 
nounce with regret resignation of 
Miss M. Killick from the secretary- 
ship and board of the company 
from March 31 after 32 years ser- 
vice with the company. 


Masius & + Peguees are to ad- 
vertise in this country for California 
Prune Marketing Program, group 
representing 7,000 growers and 14 
packers. Biggest shipments since 
war will be arriving by end of this 
month, and will be supported by 
advertisements in national daily and 
Sunday press. 


A. D. Francis, formerly assistant 
advertising manager at Selfridges, 
has been appointed publicity man- 
ager at Lewis's Ltd., Manchester. 
He succeeds John Cockroft who 
has joined the Fraser group. 


Centre of este has been Ka 
firmed as “special area” 
ment between Ministry of "Housing 
and Local Government 
face eee - ~~ gee Industry , 5 ~- 


“Blue riband” for most efletive 
resort in 1954 is to be awarded by 
Scottish “Daily Record.” 


The world’s leading newspaper—Daily, Price 4d. 


The Times Literary Supplement .. Every Friday, Price 6d. The Times British Colonies Review .. Quarterly, Price 6d 
The Times Educational Suppl. .. Every Friday, Price 4d. The Times Science Review . -» Quarterly, Price 6d 


Cuthbert, retiring after more 
The Times Weekly Review .. Bvery Thursday, Price 6d. The Times Agriculture Review .. Quarterly, Price 6d 5O ses with “Journal of C om- 


Shippin 
The Times Review of Industry First Wednesday of every month, Price 1s. (See } M = P a yen bly a 


Request for Royal Commission 
on competitive rejected in 
Commons. Stated 42 people so far 

in connection with their 
applications to be recognised 
gramme companies. 


Published by the Deotnen, BUSINESS PUBLICATIONS Ltd., at their office at 180 Fleet Street, London, E.C4. (Phone: Chancery 8844.) 
March 18. 1954, Printed in England by Keliher. Hudson & Kearns Lid., 15-17 Hatfields, London, S.B.1. 
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34 Ronnie Stevens, advertisement e 
te, representative with “Western Daily ch 
ieer't' Press,” has left to join “Yorkshire Ste 
ES — Post" group in same capacity C 
2 a p es came on sil 
4 4 | Hon. W. Neville Berry presided te 
a in place of Hon. Lionel Bere, in- =, 
: disposed, at luncheon to Henry a 
: ro ~.08 
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